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“Tugwell Warns of New Battle for 
Food Bill.” 

The handsome professor is a glut- 
ton for punishment. 
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White Rock, say its sponsors, is a 
necessity for the masses. That is, 
if they have any ambitions in the 
direction of becoming good mixers. 
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Pabstonic will shortly appear on 
the market, thus taking care of the 
thirsty consumer who wouldn't think 
of drinking, but takes a little some- 
thing now and then for his stomach’s 
sake. 
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The National Geographic is going 
to publish its first flag and emblem 
number since 1917. The editor will 
keep his fingers crossed and his eye 
on the headlines between the closing 
and publication dates. 
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The successful resort, says an ex- 
pert, makes it possible for people on 
their vacations to be doing some- 
thing all the time. The resort owners 
who provide an ample supply of 
chiggers have no worries on this 
score. 
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Bruce Barton is now delivering ad- 
dresses to graduates on how to make 
a success of advertising. Pretty soon 
they ll be referring to this recent boy 
wonder as the deat of advertising. 


- © 


Joseph Stagg Lawrence says finan- 
cial advertisers need prestige copy. 
Another thing that would help is a 
larger supply of securities which pay 
out 100 per cent at maturity. 
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A big sign on North Dearborn street 
in Chicago advertises the Globe 
Wrecking Company. Why not make 
A. Hitler chairman of the board? 
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“Chesterfields are not like other 
cigarettes.” 


But the makers admit that they do 
contain something closely resembling 
tobacco. 
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A University of Chicago professor 
thinks there should be a Department 
of the Consumer at Washington. But 
fren casual investigation reveals 
tht the consuming department is al- 
ttady the most important part of 
tvery cabinet job. 
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“Research men_ credited with 


lemon victory,” reports ADVERTISING 
Acr. 


That’s the usual reward of victory 
Mm the research field... sat S 
vT VY -F¥ 


An ad in a recent issue of the 
ational Newspaper of Advertising 
48 addressed to “golfing advertis- 
*% Managers.” There were a lot 
cre of those back in 1929. 
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The shirt advertiser who provides 
"0 or three extra button-holes to 
he care of shrinkage will cause a 
kof trouble for the lad who sees 
Uble on the mornings after the 
thts before. 
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A lady designer thinks we need 
lture that will put a tired.world 
Test. But when the tired world 
D8 the drapery of its couch about 
‘td lies down to pleasant dreams, 
‘design won’t matter much. 


Copy Cun. 


START DRIVE ON 
RADICALLY NEW 
ROYAL MACHINE 


Full Pages in Magazines to 
Herald Typewriter 


New York, July 5.—Announcement 
advertising on a new standard type- 
writer made by the Royal Typewriter 
Company broke this week, some of it 
employing expressions similar to 
those in automotive copy. 

The new machine is the first to be 
entirely different from previous 
models in both appearance and opeér- 
ation since 1914. There have been 
many improvements since then but 
no single Royal standard office ma- 
cine, even that introduced in 1931 
which was different in operation but 
similar in appearance, has been so 
radically changed as to be considered 
an entirely new typewriter. 

Advertising to appear during July 
will tell that the new Royal type- 
writer embodies 17 improvements 
and more than 100 refinements, suffi- 
cient to characterize it as a new 
product. The price remains un- 
changed. 

In the announcement campaign, 
the company and its advertising 
Sgency, Hanff-Metzger, Inc., found 
that their prubiem-—was to tell the 
story of the new machine in as many 
places as possible. Certain publica- 
tions are being used to reach both 
typist and employer. Advertise- 
ments in other publications are ad- 
dressed to the employer only. 


Hold Dealer Meetings 


Full pages will appear during the 
month in Business Week, Collier’s, 
Cosmopolitan, Forbes, Fortune, Lit- 
erary Digest, Nation’s Business, 
News Week, System, Time and 
Today. Some newspaper advertising 
will be done. 

At 21 meetings in key cities from 
coast to coast Saturday afternoon, 
the company presented the machine 
to its salesmen. Each meeting was 
attended by approximately 100 sales- 
men, and was conducted by the 
branch manager. 

Pep telegrams were sent to each 
meeting to open and close it. Un- 
veiling of the new model was fol- 
lowed in each case by a complete dis- 
cussion of its major selling points. 

The most important features which 
the advertising stresses and which 
find comparable expression in auto- 
mobile copy are touch control, im- 
proved shift freedom, minimized eye- 
strain, muted action, and finger com- 
fort keys. 

All copy points out that the new 
machine operates with lessened ef- 
fort. Typists with long or short fin- 
gers, heavy or light pressure no 
longer have to adjust their hands to 
the machine, but instead adjust the 
machine to their hands by means of 
the touch control. 


Unusual Instruction Book 


The improved shift freedom, copy 
says, lightens the action of the shift 
key and eliminates the bobbing ac- 
tion of the carriage. The finger cush- 
ion keys fit the finger tips without 
protruding edges to break fingernails. 
The muted action is obtained by 
cushioning the carriage and chassis 
in live rubber to absorb vibration 
and noise. Eye strain is minimized by 


(Continued on Page 22) 


OPENS NEW CAMPAIGN 


> 
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MUTED ACTION OR COMTORT KET Man? o 
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Initial magazine copy for the new 

Royal typewriter, appearing in 

general business magazines this 
month. 


TAX ON INCOME 
OF NEWSPAPERS 
MAKES HEADWAY 


Louisiana Bill Gets Through 
Committee 


Baton Rouge, La., July 5.—Senator 
Huey P. Long’s bill to place a two 
per cent tax on the gross advertising 
revenue of newspapers with more 
than 20,000 circulation made prog- 
ress this week, passing the ways and 
means committee by a 10 to 3 vote. 

It is generally believed that the 
bill is certain to pass the administra- 


(Continued on Page 22 


Seen As 


More Advertising Is 


Result of 


Criticism of Movies 


New York, July 5.—Newspaper re- 
ports that panic had seized the mo- 
tion picture industry as a result of 


the partial boycott of films effected 
| by religious bodies, 
‘and reform organizations, were de- 


women’s clubs 


nied by Martin Quigley, publisher of 
Motion Picture Herald and other film 
trade publications, in an interview 
today with ADVERTISING AGE. 

Production heads believe the cam- 
paign of criticism has reached its 
climax in the signing of pledges by 
500,000 Catholics not to see any mo- 
tion pictures at all until films are 
thoroughly disinfected. The waves 
of protest now beating against Holly- 
wood studios were set in motion 
many months ago by pictures which 
the film men are frank to say de- 
served censure, but now production 
heads are confident that the control 
set up several months ago over both 
production and advertising will 
quickly end all reasonable criticism. 

The crisis being past, the pro- 
ducers are grateful for counsel which 
forbade individual or cooperative ad- 
vertising to answer the industry’s 
critics, believing that such copy, 
which would be difficult to compose 
without tacitly admitting guilt, 
would have been converted into ad- 
ditional ammunition by the enemies 
of moving pictures. 


Increased Advertising 


Such special measures as the sit- 
uation calls for, Mr. Quigley said, 
will be positive in character. Next 
to enforcing the production code, pro- 
ducers generally agree that increased 
advertising to acquaint the public 
with their improved product is in- 
dicated. One of the first to set an 
example is Metro-Goldwyn-Mayer, 


Last Minute News Flashes 


Magazines as of July 15.” 


Hudson Names Brooke, Smith & French 
Detroit, Mich., July 6—Brooke, Smith & French, Inc., Detroit agency, 
has been named to handle advertising of Hudson Motor Car Company, 
effective immediately, it was announced today. 


Robert Flaherty Joins Tower Magazines 
New York, July 6.—Catherine McNelis, president, Tower Magazines, re- 
vealed today that Robert H. Flaherty had resigned as advertising manager 
of Anheuser-Busch, Inc., as reported in the June 30 issue of ADVERTISING 
AGE, “only to take up his new duties in charge of advertising for Tower 


merce has decided to discontinue its 
bile shows in New York and Chicago, 


White Owl Launches Huge New Campaign 
New York, July 6.—What is probably the largest cigar campaign in 
terms of total lineage and size of insertions started today in approximately 
50 newspapers in 30 key cities across the continent, featuring the “grade A 
vintage filler” theme for White Owls, five-cent smoke of General Cigar 
Company. Color is being used wherever available. 
The campaign will run during July and August. 


New York, Chicago Motor Shows Abandoned 


Detroit, Mich., July 6.——The National Automobile Chamber of Com- 


sponsorship of the annual automo- 
it was revealed yesterday. 


Local groups will sponsor 1935 shows in both cities. 


Consider Huge Advertising Drive for Housing 
Washington, D. C., July 6—James A. Moffett, newly appointed federal 
director of housing, and a former Standard Oil official, has under con- 
sideration a gigantic advertising campaign for increased building and 
renovizing of homes, ADVERTISING AGE has learned. 

“Rebuild America” is the slogan for the projected drive, which would 
make use of every possible advertising and publicity medium. 


which has just increased its maga- 
zine campaign to million-dollar pro- 
portions in order to effectively mer- 
chandise its current offerings. 

Commenting on the success of the 
system established six months ago 
for self-regulation of motion picture 
advertising, Mr. Quigley remarked 
that the method employed recom- 
mends the “czar” arrangement, 
where the services of a despot with 
the requisite qualifications can be ob- 
tained. 


Asked Better Copy 


J. J. McCarthy, the motion picture 
advertising czar, specialized for 
many years in the promotion and 
distribution of  super-productions, 
and is thoroughly experienced in the 
production of motion picture adver- 
tising. He is assisted by an advis- 
ory board comprising three advertis- 
ing managers of film-producing com- 
panies, but the board has no voice 
in decisions. The association which 
employs him represents 90 per cent 
of production and members are re- 
quired to submit copy for his ap- 
proval in advance of publication. 

Despite the radical change in the 
tenor of motion picture advertising 
since it has been under his jurisdic- 
tion, there have been no consequen- 
tial differences of opinion between 
Mr. McCarthy and film advertising 
executives. The happy state of af- 
fairs is due in part to promulgation 
of definite copy rules, and the under- 
standing that they will be inter- 
preted by Mr. McCarthy without fear 
or favor. 


Cleanliness First 


The code of advertising ethics 
adopted by the industry states that 
advertisers must subscribe to truth, 
honesty and integrity and that good 
taste shall be the guiding rulé of 
motion picture copy. 

It requires that illustrations and 
text shall faithfully represent the 
picture advertised. Other provisions 
read: 

“No false or misleading statements 
shall be used directly, or implied by 
type arrangements or by distorted 
quotations. 

“No text or illustration shall ridi- 
cule or tend to ridicule any religion 
or religious faith; no illustration of 
a character in clerical garb shall be 
shown in any but a respectful man- 
ner, 

“The history, institutions and na- 
tionalities of all countries shail be 
represented with fairness. 

“Profanity and vulgarity shall be 
avoided. 


Other Provisions 


“Pictorial and copy treatment of 
officers of the law shall not be of 
such a nature as to undermine their 
authority. 

“Specific details of crime, inciting 
imitations, shall not be used. 

“Motion picture advertisers shall 
bear in mind the provision of the. 
production code that the use of 
liquor in American life shall be re- 
stricted to the necessities of char- 
acterization and plot. 

“Nudity with meretricious  pur- 
pose, and salacious postures, shall 
not be used. 

“Court actions relating to censor- 
ing of pictures, or other censorship 
duties, are not to be capitalized in 
advertising.” 
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| 
Buffalo Ad Club | 
Issues Year Book 
An unusually attractive and com- | 
plete yearbook, including a roster of | 
the club and a record of its activities, 
has just been issued by the Gfeater 
Buffalo Advertising Club. The book, 
containing over 100 pages, is printed 
in two colors and bound in cloth. 
Homer J. Savage, Gordon Whit- 
beck and Chapman Phillips com- 
prised the committee in charge of its 
production, 


Mail Order House 
Back in Dailies 


Chicago Mail Order Company, Chi- 
cago, has released a newspaper cam- 
paign providing for small space in 
metropolitan papers. 

This order marks the return of the 
company to dailies after an absence 
of several years. 


Franklin’s House Organ 

The Franklin Research Company, 
Philadelphia, has started publication 
of a house organ, “News Underfoot,” 
to bring about a closer relationship 


| loway, 


Five Are Named - 


To Administer 
Medicine Code 


New York, July 5.—Results of the 
election of members of the code au- 
thority for the packaged 
industry were announced this week. 

Members elected are Frank A. 
Blair, vice-president and 


president of the Proprietary Associa- 
tion; J. Minor Ewing, president and 
general sales manager of Toma, Inc., 
Ligonier, Pa., and president of the 
United Medicine Manufacturers As- 
sociation; J. A. Handy, The Larkin 
Company, Buffalo, N. Y.; W. M. Hol- 
president and general man- 
ager in charge of advertising of 
Johnston, Holloway & Co., Inc., Phila- 
delphia; and Earl A. Means, vice- 


| president in charge of sales, Bristol- 


Myers Company, New York. 
Headquarters of the group will be 


‘of the industry shall use advertising 


medicine 


and/or sales methods concerning 
curative or therapeutic powers which 
are false and fraudulent.” 

In the meantime, the new adver- 
tising censorship committee of the 
Proprietary Association met last 
week, continuing its organization 
work. Selecting proper personnel is 
one of the most immediate and 
pressing problems. 


| Exclusive Distributors 


secretary, | 
The Centaur Company, New York, and | 


to Meet in Cincinnati 


The 32nd annual convention of the 
Exclusive Distributors’ Association 
of the United States will be held at 
the Gibson Hotel, Cincinnati, July 
16-18. 

Earl A. Taylor, Buffalo, N. Y., is 
president of the organization, which 
is composed of organizations in the 
advertising distributing business. 
Stanley Craft, vice-president 
association, will be host to the con- 
vention. 


FTC Hits Yeast Copy 


The Federal Trade Commission has 


of the! 


between the company and its dis- 


: established 
tributors and dealers. 


é Washington. 
2» | Sections of 

Now “Brewers Journal” — ° 
Western Brewer, published by H. 
S. Rich & Co., Chicago, has changed 


its name to Brewers Journal. : 
changes in ownership, management trial codes, 
or policies are involved. | one, which 


either 


code applying to 
advertising are generally in harmony 
with those pertaining to advertising 
in other 


No | and sales practices 
} | 
the 


with 
states that 


New York or) announced that it has ordered the 
Ironized Yeast Company, Atlanta, 
Ga., to cease representing in its ad- 
vertising that the company’s product 
| will end indigestion, constipation or 
| skin eruptions. There is no advan- 
_tage in the combination of iron and 
yeast in one compound, the commis- 
‘sion declared. 


indus- 
exception of 
“no member 


Personal Problems and 
Right Ad-atmosphere — 


| ocean travel season, advertising will 


O woman will admit that her great 
ek ; 

personal problem in life is man. No 

man either says very much about it be- 

‘ause his woman won't let him or else she 

has him hoodwinked entirely. Neverthe- 

less, it is an absolute fact. How to land 

a man and to hold him is the all-absorbing 

personal problem of every woman. All 
other problems are incidental. 

And you don’t have to be an Einstein 
nor a Tugwell to understand why. A 
woman's life job depends upon getting 
the right man and keeping him on the 
reservation, It is just as much a vital 
problem to her as it is to you and me to 
land a job and continue to draw the old 
doremi on the first and the fifteenth. 
How do we men folks go about preparing 
ourselves for a job? We check over our 
appearances, our knowledge, consult 
Printers’ Ink, Advertising Age and the 
other trade papers, contact our friends 
and run down every lead. 

Consider women. How do they go after 
their life’s job? When it comes to ap- 
pearances, they wrote the book but they 
are not above taking a few tips from 
Greta Garbo, Mae West and other im- 
pression-making experts. But where can 
they really secure authoritative advice 
upon this great personal problem of snar- 
ing aman’ The big six women’s maga- 
zines are no doubt the last word on prob- 
lems of home furnishings, proper prep- 
aration of tasty meals, fashions, the newest 
gadgets in labor saving devices about the 
home but they are, after all, all feminine 
and therefore do not publicly take much 
editorial cognizance of the existence of 
this great female personal problera. 

However, we do know that thousands 
and thousands of women every month 
turn to Physical Culture Magazine for 


| was 


NEW STEAMSHIP 
"MERGER BRINGS 
VIRILE. WRITING 


Cunard and White Star Tell 
Future Plans 


(Picture on Page 24) 

New York, July 5.—The merger of 
the Cunard and White Star Lines 
this week into the largest trans-At- 
lantic combine also brought about a 
merger of their advertising activi- 
ties. First of the combined copy ap- 
peared Monday under the name of 
Cunard White Star Limited, which 
will handle the merged fleets’ affairs 
in the United States. 

Under the direction of Terence F. 
MacGrath, advertising and publicity 
manager, the newspaper account is 
now handled by Frank Presbrey 
Company while the magazine adver- 
tising is in charge of L. D. Wer- 
| theimer Advertising Company. These 
the Cunard newspaper and magazine 
|} accounts, respectively. 
advertising, as a unit of the Inter- 
| national Mercantile Marine Company, 
formerly handled by Lord & 
| Thomas. 

A full page in 19 newspapers of 
13 cities gave notice early this week 
of the merger and formation of the 
enlarged Atlantic fleet, which now 
includes the two largest steamers in 
the world, the Majestic and the Ber- 
engaria. There are 25 ships in the 
fleet. 

Inasmuch as it is so late in the 


agencies before the merger handled | 


| be confined to general copy on sched- 
| uled crossings and cruises. 


advice upon this personal problem of. 
theirs. And the editors make every effort 
to give them practical aid by publishing 
experiences of others, usually told anony- 
mously in the first person. These experi- 
ences contain authentic general counsel 
that applies specifically to the everyday 
problems of thousands of readers. Take, 
for instance, the titles of a few of these 
Personal Problem articles, that have ap- 
peared in recent issues:*’The Art of Being 
a Wife’, “Are Old Fashioned Graces 


Coming Back”, Why Most of Us Marry | 


the Wrong Mate’, ‘“Misunderstanding”’, 


“Hfow to Handle a Triangle’, “Hazards | 


of the Honeymoon”. 

Certainly, the content of these articles 
applies to this great Personal Problem of 
every woman. And when she is reading 
these articles she is not doing it for diver- 
sion such as she would be if she were read- 
ing fiction. She is after advice—authori- 
tative advice. Consequently, it is not 
drawing the well-known bow too far, if 
we casually infer that such Personal 
Problem editorial content in Physical 
Culture affords the right ad-atmosphere 
for sales messages for cosmetics, toilet 
soap, antiseptics or a hundred and one 
products) which help women improve 
their appearance, their personality 


actually aid a gal to get her man and 


keep him. Honestly, it is a natural atmo- | 


sphere for making a sale. Your good 


copy can’t miss! 


Save on Advertising 


As to the size of the budget, it is 
learned that it will not approximate 
that of the combined former budgets, 
but will fall somewhere in between, 
being larger than the former Cunard 
appropriation. The prosnect is that 
the combined advertising will follow 
the outline of the Cunard campaigns. 

The merger announcement copy in- 
dicates the theme, which is the Brit- 
ish tradition of seamanship. The 
growth of the Empire is intimately 
related with the affairs of naviga- 
tion companies such as Cunard and 
White Star. 

In the combined advertising this 
week, first copy was run on the lines’ 
newest and largest vessel, a name- 
less craft known only as superliner 
534, which will be launched Sept. 26 
by Her Majesty, Queen Mary of 
England. 

“Cunard and White Star are now 
one, a story of the sea which is the 


‘The wooden walls of England’. . 


industry and commerce to keep step 
| with empire. Life was inextricably 


| bound in with the needs of England’s | 


| growth over the seven seas... the 
| best of the land went into her ships, 
| the best of her men to man them. 

| “And throughout the last century 
| almost the whole story of Britain on 
| the seas is the history of the parallel 
| development of Cunard and White 
Star. Together they have gone for- 
ward, participating alike in a tradi- 
tion of ships and seamen which has 


and | become almost synonymous with the | 


| record of achievement in ocean trans- 
| portation as we know it today. 


Largest Atlantic Fleet 


| “And now Cunard and White Star 
| are one in fact. Their union brings 
into being what is by far the greatest 
fleet on the Atlantic 
with the world’s two largest vessels 
as flagships. These vast resources 
/under one management are immedi- 
ately significant to the traveler and 
shipper. 

“But there is another significance 
| that lies behind the veil of statistics. 
|The British tradition of seamanship 
| lives in the hearts of and minds of 

men and there we believe lies the 
|supreme good of the Cunard White 
Star union. It brings together a 


White Star | 


history of Britain,’ the advertise 
ment said. “For seamen founded 
this island kingdom. Ships were 


616,000 tons— | 


WARD COD LIVER OIL 


| 
| 
| | 


i cake ee iste « 
— WALI 
COD LIVER Ol 


| 


Attractive glass containers by Ha- 

zel-Atlas which are now being used 

for Montgomery Ward & Co.'s 
cod liver oil. 


great body of officers and men... 
irreplaceable men without whom 
ships would be so much steel. It 
joins and vitalizes the traditions of 
seamen who made ocean transporta- 
tion what it is today; who today are 
making it what it will be tomorrow.” 

This copy strikes a note that has 
been played upon in a romantic way 
by the spreads used consistently in 
magazines by Cunard. The men be- 
hind and in the ships have been 
glorified in this copy, much of which 
has been written by men of marine 
renown under their own signatures 
and some by writers of sea stories. 
The advertising in the Cunard mag: 
azine campaign has resembled edi- 
torial material. 

The theme applies equally well to 
the White Star Line, because tradi- 
tions behind it are mueh the same 
as behind the 95-year-old Cunard sys- 
tem. The seamen are British, re- 
puted to be among the best on the 
Seven Seas, and the story of men 
has been the story of Cunard adver- 
tising of the _ institutional type. 
Heads of the line felt that any ocean 
line could supply good food and 


comfortable anarters hnt the serv: 
ants of the public at sea determine 


the final quality of the service. 
Some Future Copy 


So it is that such copy as “A Tall 
Ship Puts to Sea,” by Alan Villiers, 
writer; “When Your Ship Comes In,” 
by a chief docking pilot; ‘Captains 
All,” by Starling Burgess, tying up 
with yacht races; “Of the Tail of the 
Bank,” by Capt. Ben Pine, a Glouces: 
ter man, will cover the White Star 
line in the future as well as Cunard 

One of the main reasons for the 
merger is to give a better spaced 
series of sailing dates, which will be 
|featured in the general copy. 

At sea, the vessels of the two lines 
| will sail under their own flags and 
in testimonials or other statements 
concerning voyages the proper form 
will be something like this: “I have 


F 2 : ‘| just crossed on the White Star Liner 
far-flung boundaries which fostered | 


|\—— of Cunard White Sta’ 
Lines.” 

Outside New 
|eompany will conduct its business 
{through branch offices in Atlanta 
Chicago, Los Angeles, Philadelphia 
| San Francisco, Baltimore, Cleveland 
Minneapolis, Pittsburgh, St. Louis 
| Boston, Detroit, New Orleans, Por! 
| land, Me., Seattle. and Washingtol 
| D. C. 


the 


York, the merged 


Texas Newspaper 
Awards Giver 


The committee judging entries !” 
the Texas Press Association contest 
| for “best’? newspapers made the fol 
‘lowing awards: <A. H. Belo silvé 
cup trophy for best weekly went t0 
the Robstown Record. Hempstead 
News received honorable mention. — 

First place for best set advertis® 
|ments over 30 inches was given ! 
Foard County News; second plac 
| Beeville Bee-Picayune; third place 
Graham Leader; fourth place, Hem? 
stead News; fifth place, San Mare! 
| Record. 
| In Class B, ads under 30 inche 
awards were: first place, Golian A® 
| vance-Guard; second place, Rockd® 
Reporter; third place, San Mare” 
Record; fourth place, Uvalde Leade* 
|News; fifth place, Grapeland Mess 
ger. 


“i 4 Whee" ay ‘<j + a he ie’ a v St es oie oe ¥ “ ¥ Be he Sa core fea ao~ ‘Oe v aes ae at ys SS PERge ree ak PONS FF Bn ee ies ie eet -s fy eae he Sat FER at ae ag” ‘gp ton, ~ + ts, sag, Meira ‘. ape ad 
i ; " : RK ' - “ et Pate! er . eae ie vi *S ere ea ee Se 4 SS pte oa cen ae, 5 ah eee a ee ee eee a, PRs A te pd aie bre ae 3 yee. 
BY os a gue” 3td < fae _ ri Se ee ale pre ia shy ¥. ele ete i aia: . ‘some Set PAE ey ee oS Wh ie masa i oh 
‘S. J - tt a * + 0) ye 9 ae © om . ran , 5 ae ae " we fe ‘ Z : Bet . > i i = ? he is 
ine r c — t ; A 
whe = ee — 
ae a —$—._. 
RY 
- ees ee 
oi 
oe a ‘ 
= a _ 
i \ 
ibe € . an 
“a ad /e. ~n hy ‘ 
: * Rg fe — - My, a A 
: : 7 es 
. Pee ie? aS 
fs E Nie * dit « 
e —" ~ 
{ $ : 
, P Ee ; 
, a " Kise . 
ween 2 
i all ss 
eee 
ay Hi ~~ / Syeerees ‘ 
‘ ate eS 
a a : | 
a F | eee marine ern! meee en 
ia } 
ee } 
it oe : 
aah Oe 
a ae 
bee, ie ee 
.. (ie 
’ a Po 
" a iss 
. a ee 
baie pi : : — — 
ee 9 Ma in —— = - 
Ae 
yoer 
His) 
one hae 
Beg iret) eye 
Bis Ay salt ie 
“a caged 
eel oe ee ey: 
Dk iin nn 
Peta ; 
ie Wn erat 
wp as 4 Ce oie 
Ts FR 
hig — * . - ———— a — . ————— 
“ea a 
Wr ie 
ee ae 
e ae 
es ai 
Ces 
So, ee 18 
te GY 
an 
s 
Batre: ee 
es at. See 
re Tae 
oe ae ee 
ee ee 
roe 
Ey as ae rs 4 
Kee es f 
ees eat 
He ein i ; 
Be ae et : 
oe et 
ee hae " 
es ae 
pam ie q 
Eaks | 
i me - Po 
Soe Cay, 
Gh el 
ie Mee 
ee 
ee 
oe pone. Cilgt 
ee ek ae 
ha we ae 
Bee ae Me 
mere a D 
ES 
oe Cas ie . 
iil | 
a , 
= ay 
tS Ue 
hd 
re j 
ie . 
rh ' 
p er ee | 
a ee | 
ye, toe 
eet 
Rah amusion «ic 
a ~ i a : 
tee 
— 
a 
gt ae 
eee 
be oy (ae eed a 
5 Ne aie 
ove ee 
ee Beoem , ake 
pa yc 
a ia ie 3 
z ph bak q 
ke at 
ae 
2 ees, 6 
x as “ay 'y 
eS ae 3 
Pe ee 4 
a q 
~~ i Srey 
i ee 
apo 
is 
a ; 
i, 3 
- . 
a 
. / 
Kite 
ei : 
eeu ky a. 
ase aes 
‘cee aie 
EO tie.” ae 
> =: eG Cs 
oe 
‘‘— 
— ee 
Le hie ’ 
a 
ry 
ee Eek SON 
© Hees ras 
gee eed 
i ue Dee 
Siete th ps 3 
a en ¥- 
LC 
a 
ab 3 ae 
ot a, 
ate a pas: . f 
et ‘ Sais f 
Pe) tae: , 
ad ee, : 
oy acme ae 
ae = ‘er ‘ LLL ES TT TT TS SS a aS 
Sa idee = 
Rin, qo 
¥ eae ; 
oe ie 
Rp... es ued, 
* CMe ec ae at. | poe Re eT ek he Gna: ses rat Brie a ke ve Re Fe ae RN aa nT ~ <a Sage x ; 3 : : gers, . ' = 3 
OF pee ep a a te as or Sat Eel NER ee we, MGM Res gL Aa i a te ea ety aati toa LPO Bare ae by Ree fi .a Se Wafer eg osc y / ' r eee 
Sar eee ee en aap Se RS RTE OAL MS hcy Cay he Wen mh ates Be via Ba ae ee: 58 a pee a ea se Se ae ye ee Lie yee eet OW) NE Sd ee ee Pe Ne Sith A ake ins Na PA toi Me ¥ ths gig RD : 3 ; ba Gk AY re 
2 a ee Plage: eet oe MEPIS ints) SOE FL) ee Fe cine SR a ee a TR Me TOE en ST Se eee eae ee” Mert MWe Mester Se TM : NETRA Ce cae Mot he sem, Ne oe Teo a apa “peta mea Be Pe BA ares eae 2 oan abe Sry aye. ee ie . ae ter % VASES Wetitg 5 . ; 
rage TS Tagan es a Bee epee ee ; CB Sree atest Bone iste =. itis ae aa eR Se a al a 6 rte aR ME i wh lees Se a OA Sin oe a ac ie Gi iareMa Eee n Ve GNE aa Cats Ter RN eS eelgcuti ns Nome SD 
t Be Se ee NEON AS Gala gee) ONE ou eat aA Say 2S a ai Race engi aE aay See et ert Zaher nee Seennicr S(O a hr pu NS Pie Fe nex 4 oe ie $i CUS aig 33 ae Sy ee mies Ne meat re ; re tas 
= ioe : ce eee B ‘Lee ee sot 8 OE RR ie a 2 Mrmr ret SONS SODAS ae eRe ae a ioae 2 Dg Tae > Ce A Oe eae oe nL a epee AFG ; SAae eae aa oe ee eee ey aes eae) PPR Ea ark 9 Teen RCTs Linge po) Bie Sic) 
Bike OC 0, ARSENE OOo ny heme) aM NT A oO BE ER EOS NT ow ap ea ts fe ; SEER ee etna ts eee =f rate Dies Reet par Sh es ee See ther ES ak tie tag Si, ie a cas RRR Re iain a Ake Gane on RCM SoS MR Ore Tay ho ce 9 


nents 
form 

have 

Linel 
sta 


ergell 
siness 
lanta 
Iphia 
sland 
Louis 

Port 
ngtol 


iver & 


ies iD 
ontes! 
1e fol 
silve! 
ent t? 
pstea! 
jon. 

ertise 
ven t? 
place 
place 
Hem? 
ware 


inches 
an At 
yok dale 
yaree! 
reade™ 
esse” 


ADVERTISING AGE 


‘low the Boston Post ALONE 
DOMINATES reader attention 


The bid for reader attention in the MORNING :— 

Net Paid 
The Boston Post Ciresletion 3 3 6,6 2 7 
Boston Morning Herald 20360, cunts Q64 579 


Boston Morning Globe . 129,984 
outside the City of Boston, but within the Boston 30-mile 14,245 


retail trading zone, and their combined total circulation is 


The Boston Post’s circulation is 72,048 greater than the 
TOTAL COMBINED circulation of both Boston morning 
papers having compulsory evening editions and the total 
circulation of the two outside local morning papers included. 


THE BOSTON POST ALONE clearly and unquestionably 
DOMINATES this attractive market with a large population 
far above the average in ability to buy. 


The bid for reader attention in the EVENING :— 


There are TWENTY-NINE daily EVENING local papers pub- 
lished outside the City of Boston, but all within the Boston 252,285 


30-mile retail trading zone, with a total combined circulation of 


Boston Evening Traveler . . 167,317 
Boston Evening Globe .. . 138,192 


The EVENING editions of the two Boston compulsory 
combinations have to compete with these TWENTY-NINE 
local EVENING Newspapers for reader interest and attention. 


That is one of the outstanding reasons why you can do such 
“A Whale of a Job” with The Boston Post ALONE. 


Che Boston Vost 


New England's "GOOD MORNING" for 103 Years 


336,62 


Latest The 
Net Paid Dominant 
Daily Home-delivered 
Circulation Circulation 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
R. J. BIDWELL COMPANY, San Francisco, Los Angeles and Seattle 
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Self-Regulation of 


| 
| 
| 


Advertising in the 


Newspaper Field 


While a number of newspaper pub- | 
lishers have been inclined to oppose | 
regulation of advertising in that) 
field, except through individual ac- 
tion, opinion seems to be swinging 
gradually but definitely toward the 
that since sort of regu- 
lation is surely coming, it is far pre- 
ferable to meet the issue by provid- 
ing regulation within the industry 
than to wait for it to be imposed 
from without. 

The discussions on this subject at 


idea some 


the convention of the Newspaper Ad- 
vertising Executives’ Association in 
New York a few weeks ago were 
significant of the trend of sentiment. 
At the suggestion of Don U. Bridge, 
advertising director of the New York 
Times, and a former president of the 
association, a resolution was adopted 
empowering the president to appoint 
a committee to study the subject of 
copy control and regulation and to 
report to the association at its next 
meeting in Chicago in October dur- 
ing the A. B. C. convention. 

While there was some opposition 
to the resolution, on the ground that 
ideas for regulating advertising are 
already prevalent, the action 
noted was taken because the major- 
ity of those present believed that it 
is definitely up to the newspapers to 
do something positive and construc. 
tive to control and eliminate objec- 
tionable copy in the display field, in- 
cluding both retail and general ad- 
vertising. 

It was significant that the action 


too 


|}and application of plans for regulat- 


proposed came after a talk by J. 


A.|now confronting advertising. 


Finneran, classified advertising man- | 
ager of the New York American, who 
reported the successful development 


ing classified copy, worked out by the 
association. It 
used to be thought that the classified 


classified managers’ 


| 
columns could sometimes be used for | 


questionable or unworthy promotion 
projects, but the classified advertis- 
ing have demonstrated 
that this is no longer possible. 

A. R. Magee, national advertising | 
manager of the 
Journal and Times, presided at the 
at which the important ac- 
tion referred to was taken. 


managers 


Louisville Courier- 
session 
His suc- 
cessor as president of the N. A. E, A. 
is George J. Auer, advertising 
manager of the New York Herald 
Tribune. They will share the honor | 
of putting into action the work of the) 
committee whose appointment was 
authorized, and whose report next 
October should show definite prog- 
ress in establishing an effective plan 
for curbing objectionable copy in the 
newspaper advertising field. 

With magazine, radio, outdoor and | 
business publication groups moving 
forward in the direction of self-regu- 
lation of advertising copy, it would 
provide real stimulus for this move- 
ment to see definite progress along 
this line recorded in the newspaper 
field, which is so large and so im- 
portant as to deserve the distinction 
of supplying leadership in what is 
probably the most serious problem 


Purchasing Agents of Advertising 


While many advertising executives 
look with pitying toleration upon the 
attempts of purchasing agents to be- 
come an important factor in buying 
the products and services required in 
advertising and 
work, it is impressive to 
number of 
have 


sales promotion 
note the 
large which 
increased responsibility 
to their purchasing departments in 
this field. 

The methods employed vary, some 
purchasing departments functioning 
directly with regard to certain classi- 
fications of products which have 
been assigned to them, and others 
merely assigning a trained purchas- 
ing executive to the advertising de- 
partment, where he operates under 
the immediate direction of the ad- 
vertising manager. 


companies 
given 


Purchasing agents are already im- 
portant in buying printing, plates, 
paper, art work and other supplies. 
Thus far they have not been a fac- 
tor in the purchase of space, agency 


service and other things where the 
ability and 
of advertising executives is still re- 


professional experience 
garded as of paramount importance. 
But their growing responsibilities 
with reference to such requirements 
as advertising art indicate that fhey 
are moving across the line toward 
those items which are especially 
dear to the heart of the professional 
advertising man. 

AGE no brief 
purchasing agent in adver- 
The technique of the trained 
professional 


ADVERTISING holds 
for the 
tising. 

not seem 
ideal for many of the purchases made 
by advertisers. And yet is there not 
food for thought on the part of the 
advertising specialist when he sees 
a growing degree of responsibility in 
his own field given to the man who is 
primarily a user of precision meth- 
ods, who insists on having all the 
facts, and who wants every purchase 


buyer does 


POTENT ADVICE FOR THE PATIENT 


iS IT 


SERIOUS 
DOCTOR 


oD 


— San 


You CLEAN OUT 
THE SYSTEM AT 
ONCE - THOROUGHLY 
AND KEEP IT / 


( 


BuT I SUGGEST 


CLEAN. 


Antonio Advertising Club Bulletin. 


Bouquet 

To the Editor: If we could make 
our publication anywhere near as in- 
teresting to our readers as you make 
ADVERTISING AGE to me, I would feel 
that we had accomplished something 
very well worth while. 

Your periodical gives me just ex- 
actly what I want to know in these 
times of change of thought and 
methods. I thought you might be 
interested in knowing the reaction of 
at least one reader. 


Epwarp A. STREET, 
Editor and Manager, The California 
Citrotraph, Los Angeles, Cal. 


, VF F 


Birmingham Retailer 
Displays Ingenuity 
To the Editor: I am sending along 
a bit of advertising ingenuity which 
I thought you might care to repro- 


re 


Walter Hagen 


One of Golfdom's big shots 
was the inventor of these 


Unions 


=S% 50. 


LOVEMAN , JOSEPH & LOEB 


duce in Apvertising Ace. The story 
back of the merchandise is this: 

Loveman, Joseph & Loeb stocked 
Walter Hagen Unions about a year 
ago, and they proved to be extremely 
slow sellers. Despite this fact a buyer 
of this firm bought an exceptionally 
large lot of these unions at a price 
that amounted to something like a 
“steal.” The job of selling them fell 
fairly and squarely on the shoulders 
of the advertising manager, Morton 
Simpson, and he went about it as 
follows: 

He secured from the sporting de- 
partment of the newspaper a picture 
of Walter Hagen in golf togs, had the 
artist make up a drawing of a man 


to represent a good buy? 


in unions, which he superimposed 


Voice of the Adverts 


over the picture of Hagen. The strik- | ames of the betléien suaviet ta Sew 


ing result secured is shown in the 
clipping of the advertisement. 

The response to this advertisement 
was phenomenal, particularly in the 
light of this item having previously 
proven a slow seller at a lower 
price. 

F. F. Torres, 
Advertising Department, The Bir- 
mingham Post, Birmingham, Ala. 
. F F 


Makes Time Motion 


Studies of Sales 


To the Editor: We have the pleas- 
ure of sending you under separate 
cover a few sample copies of the 
Swedish journal of advertising, sell- 
ing and administration—A ffarsekon- 
omi—and refer you to the first or 
second page in every issue, where 
you will find a comprehensive sum- 
mary of the contents in English. 

We have during recent months 
heard much about the exciting hear- 
ings on the Tugwell bill and the at- 
tempts to substitute U. S. govern- 
ment grades for trademarks. 

One of our editors, Assistant Pro- 
fessor Gerhard Tornqvist at the 
Stockholm University of Commerce, 
has made very extensive time motion 
studies on selling trademarked as 
well as unbranded commodities to 
get exact figures on the time saving 
by selling branded merchandise. 

He has written a book about the 
results of these investigations and 
in an article published last summer 
in Affarsekonomi Mr. Tornqvist has 
reviewed the results with reference 
to the effect of trademarks and their 
real work expressed in actual figures. 

G. ROSENBERG, 

Affarsekonomi, Stockholm, Sweden. 


. = * 


Stoker Advertising 


Aids Coal Company 

To the Editor: A proof of the first 
advertisement in our new newspaper 
advertising campaign, introducing 
via the Philadelphia newspapers a 
specially designed, completely auto- 
matic stoker for as little as $275, in- 
stalled, is enclosed. 

I believe you will find this adver- 
tisement of more than ordimary in- 
terest because, as you can see, the 
Newton Supply Company, which is 
a subsidiary of Geo. B. Newton Coal 
Company, is launching a campaign 
aimed directly at the average house- 
holder, offering him a completely au- 
tomatic coal stoker at a price far 
below anything previously offered. 

This unit is primarily designed for 
use in homes of average size and 


Information 
forAdvertisers 


The following documents may be se- 
sured without charge by any national 
idvertiser or advertising agency from 


/-he companies sponsoring them, or 


No. 613. 


| sented, 


hrough ADVERTISING AGE. 


“Where They Buy.” 


An unusually comprehensive study 
of the distribution of retail sales in 
the United States paralleled by a 
study of the circulation of women’s 
magazines. The study details the per- 


|centage and volume of retail sales 


in a number of lines by counties, ac- 
cording to the size of their largest 
cities; by shopping areas, according 
to the size of their shopping centers; 
and by counties, according to their 
consuming ability. Attractively pre- 
this volume, replete with 
charts and graphs, should prove of 
value to advertisers and agencies. 
Published by Woman's Home Com- 
panion. 


No. 531. Herself. 


A beautiful and impressive bro- 
chure published by McCall's, stress- 
ing the value to advertisers of the 
divisional make-up of the magazine. 
This brochure is devoted primarily 
to the Style and Beauty section, and 
includes beautiful reproductions of 
the covers of this section. 


No. 596. The Building Maintenance 
and Management Market in New 
York. 


An analysis of the size and impor- 


York controlled by banks, estates, 
insurance and mortgage companies, 
real estate firms, etc. Published by 
Real Estate Record and Builders’ 
Guide. 


No. 581. Half the World’s Fair At- 
tendance Was From Small Towns. 


Interesting analyses of the home 
towns of visitors to the world’s fair 
in Chicago, which Household Maga- 
zine uses to show that “even at the 
height of the depression, the small 
town market had the cash to go 
places and do things.” 


gives householders an opportunity to 
enjoy all the advantages of coal heat- 
ing, plus completely automatic han- 
dling of the fuel from bin to burner 
to ash can. 

The fact that this stoker does not 
affect radio reception, is entirely safe 
from explosions, prevents smudged 
walls and curtains, and provides au- 
tomatic heat from the finest and 
most dependable of fuel are points 
which are played up strongly in the 
advertising. 

While the Newton 3-Way automatic 
stoker was originally designed and- 


| COMPLETELY 
- AUTOMATIC HEAT 
WITH COAL 


Safe guiet dependable 
for as little as 7 5 completely installed 


—- 
Oe a ee at ee 
————— 


~ 


Nee Lad 
NEWTON SU IPPLY COMPANY 


emere Areeee ot tee tree = 


built only for this immediate trade 
area, there have been numerous il 
quiries in regard to it from othe! 
coal companies in other cities. Du 
to the increase in sales and installa 
tions in its own territory, howeve! 
the Newton Supply Company has 00 
as yet given consideration to the sale 
of its stoker elsewhere. 
C. A. JOHNSON, 
President, Geo. B. Newton Coal 
Company, Philadelphia. 
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ADVERTISING AGE 


2 big national magazines 


and the Sunday News all reach about the 
same number of families. Here is their family 
coverage rating in the 156 towns of 10,000 
population and over in the major New York 
area, 


Family Coverage 
Sunday Magazine Magazine 
Cities News » 4 Y 


Over 100,000 56.6% 9.8% 9.7% 
50,000 to 100,000 33.2 8.9 13.6 
25,000 to 50,000 37.2 9.0 9.6 
10,000 to 25,000 34.6 8.2 8.2 
Average Coverage 50.4 9.4 9.9 


ligures show the average coverage by population 
croups for all cities of 10,000 and over in the New 
ork market. News circulation figures from March 
°5, 1934, audit. Magazine figures from latest circu- 


ation book. Coverage figures based on 1930 census. 


1 


4 


me 
z 


~SUNDAY 


Ory 8 magazines (ref. S. R. & D.) 
have 2,000,000 or more circulation 

All 8 cover the same territory 

If ‘cover’? means a film as sheer as a 
show girl’s business suit! 

A veil over 48 states and one dominion 

Two million copies to 30,000,000 families 

One in fifteen 

There may be better families—in spots! 

But the quota of plutocrats anywhere 
doesn’t support the corner grocer 

Gas stations live on Chevies and Fords 

Small sales make big department stores 

Five dollar cosmetic customers keep no 
drug stores open 

Even laundries subsist on wet wash 

It takes a big audience for a big response 


Now consier this magazine 

With more than 2,150,000 circulation 
Most of it among 4,000,000 families 

In a compact area 

Not even a night’s ride from end to end 
The area: New York and its environs 
The magazine: Sunday News 


‘Tue Sunday News is a newspaper—and 
a magazine 

Its magazine features sell it where its 
news isn’t needed 

No other medium gets so much of one 
market 

The market accounts for 18% of the 
country’s retail sales 

In 1.3% of the country’s area 

Where sales cost is at a minimum 

Sales volume at a maximum 

In New York City nearly two-thirds of 
the families read the Sunday News 

It is first in the suburbs 

In 112 cities of 10,000 and over (exclud- 
ing New York City) its coverage is 

20% or better 

And averages more than two out of five 
families 


‘Tuere is only one New York market 
Only one Sunday News 

Do the best you can elsewhere 

And do the best you can in New York— 
Which is in the Sunday News! 


a NEWS 
_ New bcky Picture Newsp CL 


220 EAST FORTY-SECOND STREET, NEW YORK 


Tribune Tower, Chicago * Kohl Building, San Francisco 
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July 7, 1934 


Inventory of 
Pantries Made 


In Minneapolis 


Minneapolis, Minn., July 5.—Using 
the same methods of collection and 
compilation of data, the Minneapolis 
Tribune has just completed a pantry 
survey of its city which parallels 
those made in Cleveland the past two 
years by the Cleveland Press, orig- 
inator of this particular type of con- 
sumer survey, in which, with the 
help of the local parent-teacher as- 
sociation, the foodstuffs in a repre- 
sentative number of pantries are 
counted and identified by brand. 

The Minneapolis study, results of 
which are available on request to na- 
tional advertisers and agencies, cov- 
ered a 2.47 per cent cross section of 
the city, evenly distributed between 
income groups, and revealed several 
interesting market characteristics, 
such as the fact that independent 
grocers do 76 per cent of the city’s 
business, while in Cleveland the 
chains do 72 per cent of the business. 

In Minneapolis 29.1 per cent of the 
housewives’ choices of brands are in- 
fluenced by grocers’ suggestions, the 
survey revealed, a one per cent larger 
figure than that developed in Cleve- 


|land. In both cities, 20 per cent of 
| the 


housewives revealed that their 
preference for a particular store is 


based on the price factor. 


Goodrich Promotes 
Herbert and Titus 


J. C. Herbert, who joined the legal 
department of B. F. Goodrich Com- 


pany in 1927, has been elected vice- | 
of | 


Rupber Comper: Collins & Aikman Introduces 


KF. E. Titus, who has been with the | 
1928 


president and general 
Pacific Goodrich 
Los Angeles. 


manager 


company since 1907, and since 
has been in California as general 
sales manager, will retain this posi- 
tion, and has also been appointed 
vice-president in charge of tire sales 
for the Pacific coast district. 


Dyer Buys “Tribune” 
Ray J. Dyer, formerly secretary of 
the Oklahoma Press Association, has 
purchased the interest of Davis O. 
Vandivier in the El Reno, 
Tribune, and will become editor and 
publisher. Mr. Vandivier is now a 
partner with George W. Evans in the 

Chickasha, Okla., Daily Express. 


Two Appoint Mears 


Mortimer W. Mears, Ine., St. 
Louis, has been named to place ad- 
vertising of A. Leschen & Sons Rope 
Company and Washington Univer- 
sity, both of St. Louis. 


| 


|has long been recognized as a for- 
| midable barrier to the sale of furni- 
| ture covered with mohair fabric was 
| swept aside this week by Collins &| 


| antee 


Okla., | 


UPHOLSTERY IS 


BONDED AGAINST 
DAMAGE BYMOTHS 


New Guarantee 


Chicago, July 5.—A hazard which 


Aikman Corporation, New York, with 
an announcement of a five-year guar- 
against moth damage on all Ca- 
Vel mohair fabrics. This company 
| sells a large quantity of its fabrics 
{to furniture manufacturers, but is 
|not itself in the furniture business. 
|The innovation, announced simul- 
| taneously in New York and Chicago, 
created a sensation among both man- 


ufacturers and the army of dealers 
attending the summer _ furniture 
market in Chicago. It will also be 


in 
campaign 


given wide 
mediums, 


publicity 
through a 


consumer 
be- 


WHATS THIS I 
HEAR ABOUT 
THE DES MOINES 
REGISTER AND 
TRIBUNE 7 


Woe 


Merchandise Is “Moving” In Iowa 


Iowa is buying . . . tractors, soup, electric refrigera- 
tors, life insurance . . . and, of course, THE DES 
MOINES REGISTER AND TRIBUNE, .. and a thou- 
sand other articles at a rapidly accelerating speed. 


Here’s an example: Electric refrigerator sales in 
Iowa during the first four months of 1934 were 
115% greater than the increase for the entire coun- 


try. 


(National increase first four months, 1934 


over 1933, 121%—Iowa’s increase for the same 
period 236%.) 


Reach these Iowa buyers with a major schedule in 
THE DES MOINES REGISTER AND TRIBUNE, 
which reaches better than 37% of all Iowa families, 
either daily or Sunday. 


NO EXPERIMENT 


AIRFLOW DESOIO «# ALE LOW CHRYSLER 


This letter from Walter Chrysler 


"to a friend" ran in 1,750-line 
space in a long list of newspapers 
this week. De Soto and Chrysler 
Airflows will be a permanent part 
of the Chrysler line, it says. 


|ing prepared by N. W. Ayer & Son. 


The guarantee is made possible by 


a blanket policy placed with the Au- | 


tomobile Insurance Company of 
Hartford, Conn., affiliate of the 
Aetna Life Insurance Company. It 
assures the owner of a new recover- 
ing job if a piece of furniture on 
which Ca-Vel fabrics are used is 
damaged by moths at any time 
within five years. 


Solving the Puzzle 


The operation of the guarantee 
offered some difficulties because of 
the numerous links in the chain, but 
it has been made positive and ef- 
fective by the textile company. 
safeguard is drawn up in sections 
and printed on a card. One section 
is retained by the Collins & Aikman 
Corporation after being filled in with 
the name of the manufacturer, date 
of purchase and other information. 
Another section is torn off by the 
manufacturer of the furniture and 
sent to Collins & Aikman Corpora- 
tion with the name of the dealer to 
whom the furniture is sold. 

The remaining two pieces 
tacked onto the furniture going to 
the dealer. When the latter sells the 
piece, he fills in one section and 
mails it to the insurance company. 


|The remaining part of the guaran- 
/tee remains affixed to the furniture 


against the unhappy day when the 
buyer has occasion to file a damage 
claim. 


In this event, the owner notifies 


| the home office of the insurance com- 
| pany, which dispatches an adjuster 
|to the scene. 
| justified, an accredited upholsterer is 


If he finds the claim 


employed to re-upholster the piece, 
using materials provided by the Col- 
lins & Aikman Corporation. 

The insurance dates from the time 
the furniture is sold at retail, the 
consumer thus being protected for a 
full five years, regardless of the time 
the furniture was in the dealer’s 
store or elsewhere. 

Collins & Aikman gave this ver- 
sion of the guarantee to manufac: 
turers and retailers assembled at the 
Chicago furniture market: 


Ending Sales Resistance 


“With this five-year insurance pol- 
icy we have swept aside once and 
for all the only form of resistance 
your customers have had to this al- 
ready popular type of fabric. 

“It has long been common agree- 
ment in the trade that mohair fabrics 
are the ideal furniture coverings, 
with the single exception of moth 
trouble. Now they are ideal, with 
no exceptions. The longest wearing 
by a wide margin, the most difficult 
to soil and the easiest to clean, un- 
surpassed in beauty and variety of 
modern styling, Ca-Val mohair fab- 
ric is now absolutely guaranteed 
against moth damage for five years. 

“This moth insurance feature, ex- 
clusive with Collins & Aikman Cor- 
poration, costs you not one cent. It 
means a definite increase in the 


value of Ca-Vel mohair fabrics, but | 


no increase in the price. It means 
clean business for you with no ‘come- 
backs.’ And, most important of all, 
it means that the Ca-Vel label on 
your furniture, now to a greater ex- 


The | 


are | 


}tent than ever before, helps you to 
| sell on the profitable basis of qual. 
| ity and value.” 

| The insurance was made possible 
| by development of a new treatment 
| for the fabric, which the company is 
confident will end the destructive ac. 
tivities of moths on its product. To 
members of the furniture trade, who 
have heard somewhat the same story 
in the past, the company gave this 
reassurance: 

“But the important point is that 
neither furniture manufacturer nor 
retailer needs to bother about the 
effectiveness of this treatment. That 
is a matter between the Collins ¢ 
Aikman Corporation and the insur- 
}ance company. The trade receives 
absolute protection against ‘come. 
backs’ and ‘make-goods’ through the 
insurance feature—and gets, with- 
| out a particle of cost, a powerful mer- 
|chandising tool for building con- 
/sumer confidence.” 


Paul H. Faust 


_ Directs Agency 


oe +. _ 7 

— Radio Division 
Chicago, July 5.— Paul Holman 
Faust, vice-president of Mitchell- 
Faust Advertising Company, and son 
of Paul E. Faust, president, has been 
appointed director of radio advertis- 
ing for the agency. 

The younger Faust has had an in- 
teresting career by way of prepara- 
tion for the advertising business. As 
a member of the National Collegiate 
Players, he served as _ playwright, 
stage manager and actor, playing 
over 100 parts on the professional 
stage. 

His promising career as a Thes- 
pian was cut short when he quit a 
|$90 job in favor of a $17.50 salary 
selling classified advertising for the 
Chicago Tribune. After a thorough 
grounding in this work, he joined 
the Mitchell-Faust Advertising Com- 
pany, becoming manager of its New 
York office. 

With the closing of the branch, 
Mr. Faust was transferred to Chi- 
cago, where his talents and training 
will be at the service of radio adver- 
tisers. 


Billingsley Heads 
Cleveland Club 


At a meeting of the board of trus- 
tees of the Cleveland Advertising 
Club held July 3 Allen L. Billingsley, 
Fuller & Smith & Ross, Inc., was 
elected president. Other officers are 
Harry B. Winsor, William Ganson 
Rose, Inc., first vice-president; Ster- 
ling E. Graham, Cleveland Plain 
Dealer, second vice-president; George 
F. Buehler, Buehler Printcraft Com- 
pany, treasurer. 

Other trustees of the club are R. 
O. Bartholomew, attorney; W. N. 
Bayless, Bayless-Kerr Company; Wal- 
ter J. Daily, General Electric Com- > 
pany; Harry W. Dankworth, Dank- 
worth Company; Charles L. Eshle- 
man, Griswold-Eshleman Company; 
Charles H. Kellstadt, Sears, Roebuck 
& Co.; Charles W. Mears, Cleveland 
News; R. C. Rice, Corday & Gross 
Company; Wm. T. Symes, Symes & 
Olds Company; S. A. Weissenburger, 
Halle Bros. Company, and P. W. 
Close, Standard Oil Wompany. 


Magazine Promotes 


Arthur H. Coley 


Arthur H. Coley has been ap- 
pointed eastern advertising manager 
of Arts and Decoration, with office* 
in New York. 

He has been on the staff of this 
publication since August, 1933, and 
for seven years previously was with 
Town and Country. 


Outdoor Groups Meet 


The outdoor advertising associa 
tion of Colorado met July 6 at the 
office of General Outdoor Advertising 
Company, Denver. The Kentucky 4° 
sociation will meet July 13 at the 
Brown Hotel, Louisville, and the 
Oregon meeting will be held July 1° 
at the office of Foster & Kleise?, 
Portland. 


_ Ken Tarbox Appointed 

| St. Nicholas Magazine has a? 
| pointed Ken Tarbox western repre 
sentative. His offices are at 203 » 


| Wabash Ave., Chicago. 
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ADVERTISING AGE 


GREAT FICTION is printed, 


“The most influential books and the truest in their influence are works of fiction. They re-arrange, they 
repeat, they clarify the lessons of life,’ said Robert Louis Stevenson 


Premera nine 
ren yR ! 
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FUNNIER PTET 


TORN E TUT HAITE eR 


. 


Literature 


does not depend 


on the way in which From ax ilusthation in Camapelvan for November, 1921 
It was GREAT FICTION when Cosmopolitan first published it in 1921... it’s 
GREAT FICTION today. How many men and boys have stood up with Bill Peck 
and said, “It shall be done?” No one knows...but surely “The Go-Getter” has 
stirred countless people to greater effort...to final success. Such EMOTION... for 
the determination to get what you want is certainly an emotion...is far quicker 
kindled by a single piece of GREAT FICTION than by any amount of factful 
admonition. = Advertising projected against such a background is colored with 
interest... highlighted with action. No one knows this better than those ad- 
vertisers whose copy had this advantage in Cosmopolitan long before “The 
Go-Getter” appeared and who still profit by GREAT FICTION’ power to sell. 


COSMOPOLITAN 


but on the way it 
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ADVERTISING AGE 


July 7, 1934 


Raise Silver 
Dust Premium 
Requirements 


New York, July 5.—In a last min- 
ute premium drive to boost Silver 
Dust sales before a new plan effec- 
tive July 14 makes it twice as ex- 
pensive for the housewife to 
advantage of the offer, The Gold Dust 
Corporation is employing larger 
newspaper space than in recent 
months. 

The impending change in the offer 
has been featured in car cards for 
some time, which for several months 
have been building interest in the 
offer. 

After July 14, the company will re- 
quire four Silver Dust box tops for 
each towel given away. The current 
offer calls for but two. After that 
date, the housewife will be called up- 
on to submit 20 box tops for a pair 
of silk stockings. Until then, the old 
offer of exchange for ten box tops 
holds. 

Copy in New York newspapers this 
week ran about 450 lines. It was 
primarily an announcement of a 
change in Silver Dust gift offers, but 
it pointed out that there is still time 
to get the gifts on the “present extra- 


/your home, 
take | 


liberal offer,’ and suggested that the 


housewife get a supply of Silver Dust 


and submit the box tops before the 
deadline. 

The advertisement gave consider- 
able space to the product and gave 


‘indications of Gold Dust’s inclina- 


tion to have the product stand on its 
own after some two years of gift- 
giving since its introduction: 

“Once you have Silver Dust in 
” it read, “you will be 
amazed at how quick and easy it 
makes both dish washing and laun- 
dry work ... Silver Dust, for itself 
alone, is a wonderful value. But with 
these gifts of stockings and towels, 
it is a bargain that no thrifty house- 
wife can afford to miss.” 


Goodyear C we Continued 


The Federal Trade Commission has 
denied the motion of counsel for the 
Goodyear Tire & Rubber Company, 
to dismiss the price discrimination 
charges in the company’s contract 
with Sears, Roebuck & Co. Testimony 
will be resumed in Akron with the 
presentation of further evidence. 


Merchandises Freezer 


The Taylor Freezer Corporation, 
Beloit, Wis., has started production 
on a new product, the Easy-Way 
freezer, an automatic ice cream 
freezer for home refrigerators to re- 
tail at $14.65. 


Philadelphia Women 
Re-Elect Nan M. Collins 


Nan M. Collins, account executive, 
Roland G. E. Ullman, has been re- 
installed as president of the Phila- 
delphia Club of Advertising Women. 

Other officers are Ruth Hogeland, 
Country Gentleman, vice-president; 
Clare V. Fey, K. & E. Hoffmeister’s, 
Inc., treasurer; Frances M. Suarez, 
Philadelphia Quartz Company, corre- 
sponding secretary; Emma Mosely, 
Chestnut St. Engraving Company, 
recording secretary. 

Directors inducted are Mrs. Polly 
Peters, Mrs. Alice Rudy, Esther Wass, 
and Helen Klose. 


Carle M. Bigelow 


Joins Calco Chemical 


Carle M. Bigelow has been placed 
in charge of the pharmaceutical divi- 
sion of the Calco Chemical Company, 
Bound Brook, N. J., succeeding John 
W. Boyer, who has been transferred 
to the Filtration Corporation, a sub- 
sidiary. 

Mr. Bigelow was formerly with 
Bigelow, Kent Willard Company, 
Boston. 


Acme Advances Gunn 


F. M. Gunn, who has been manager 
of sales promotion for the Acme 
White Lead and Color Works, De- 
troit, has been named director of pub- 
licity for the company. 


Machinery Buzlders 


ave 


BIG BUYERS 


of Parts and Materials 


pump manufacturer buys every year: 


Here’s a sample of what a 
| 

| Motors 

|| Bolts and screws 
ae ee ee ee ee 
Gears 

Speed reducers 

|| Cold rolled steel 

Flexible couplings 

Steel tubing 
||, Cold-drawn 
| Gaskets 

| Hard-rubber parts 


steel 


Clutches 


There were $84,010,000 worth of pumps 
built in 1931 (latest Census figures). 


. $700,000 
. $100,000 


Customers like this (see example at left) are 
worth advertising to . 


. . and this is only one of 


the thousands of machinery manufacturers that 


leading | . ; 
| Engineering. 
| 
| 


$100,000 
$25,000 
$25,000 
$20,000 || sell the Product 
$20,000 

$20,000 | quantities, 
$15,000 
$15,000 | 
$15,000 
$10,000 


you can reach through advertising in Product 


The Product Engineering readers are the engi- 
neering heads of their companies. The design of 
| the product, and the specifications for parts, mate- 

rials, and finishes are their special responsibilities. 
| It often takes quite a lot of selling to get your 
| parts or materials specified. But, once you do 


Engineering reader, you have 


1 landed a customer who buys continuously in large 


Advertisements in Product Engineering come 
before these men regularly. 
professional paper. 7800 of them are paying to 
subscribe. Total distribution is 9000 copies. 


It is their chosen 


| Product Engineering is the key paper for adver- |. 


tising parts, materials, and finishes. 


PRODUCT ENGINEERING 


330 West 42nd Street, New York 


(Member A.B.C, and A.B.P.) 


[ee — 4 


Looking into this coffee can a 
dealer or consumer gets the story 
behind the product. 


‘ Still- Movies’ 
In Stores Aid 
Coffee Sales 


New York, July 5.— Arbuckle 
Brothers will use a new “still-movie” 
machine to stage point-of-sale demon- 
strations of the production of Seven- 
Day Vacuum coffee. Every salesman 
will be equipped with one of the new 
machines, not only to sell retailers, 
but to conduct moving pictures shows 
for the coffee buyers who enter 
groceries. 

The “projecting machine’ looks 
like a small camera. It is attached 
to the top of a can of Seven-Day 
coffee. When an interested house. 
wife picks up the can she finds her- 
self looking into the machine, which 
proceeds to flash before her eyes a 
series of pictures illustrating every 
step in the production of the famous 
brand. 

The pictures were photographed by 
Lieut. Earl Rossman, flying photog- 
rapher, with a new type of camera 
which gives the illusion of a third 
dimension. 


Texas Press Women 


Elect Mrs. Woodall 


Mrs. Ross Woodall, associate edi- 
tor of the Huntsville Item, was 
elected president of the Texas Wom- 
en’s Press, Association at the conven- 
tion in Galveston. 

Other officers are: Mrs. Belle M. 
Costello, Houston Chronicle, first 
vice-president; Nancy Richey Ran- 
son, Dallas Journal, second vice- 
president; Mrs. Dona Kolter Carnes, 
Bryan Eagle, third vice-president. 

Mrs. C. J. Parchman, Houston, re- 
cording secretary; Mrs. Ross Jen- 
kins, Huntsville Item, corresponding 
secretary; Mrs. Virginia Fulton, 
Irving News, treasurer; Mrs. dan I. 
Fortune, Dallas News, auditor; and 
Mrs. Ned Norris, Houston, poet- 
laureate. 


Bans Trade Allowance 


An interpretation of the code for 
the dress manufacturing industry 
says that “it is a code violation to 
give advertising allowances to adver- 
tising agencies, printers or others 
which are used . . . to prepare 
advertising booklets for retail stores” 
because this is an indirect allowance 
to the customer. 


Fawcett Office Moves 
The Chicago office of Fawcett Pub- 
lications, Inc., has moved from 919 
N. Michigan Ave. to larger quarters 
at 360 N. Michigan. The new tele- 
phone number is Central 5750. 


OPEN GUNS ON 
DRASTIC MAINE 
COSMETIC LAW 


Manufacturers Threaten to 
Abandon State 


Augusta, Me., July 5.—Abandon- 
ment of Maine as a market was 
threatened by cosmetic manufactur- 
ers as the state’s new cosmetic law 
went into effect this week. Manufac- 
turers are bitterly opposed to two 
provisions: the first providing for a 
“registration fee’ of $1 for each 
product; the second requiring them 
to file either their formula for each 
product or a sample thereof for an- 
alysis. 

The first provision is not as inno- 
cent as it appears on the surface, as 
some manufacturers have products 
and variants running inte the hun- 
dreds. The chief fear, however, is 
that trade secrets will be revealed by 
the second proviso. 

The new statute prohibits the of- 
fering for sale, application, or gift, 
of any cosmetic not registered by the 
State Bureau of Health, which has 
established a laboratory to test all 
cosmetics. While the registration 
fee is $1 per preparation, it can be 
renewed annually on payment of 5° 
cents. 

The penalty for violation is “not 
less than $10 nor more than $50 for 
each offense.” 


May Hit Many Products 


The statute may apply to manufac- 
turers who do not consider them- 
selves in the cosmetic field, depend- 
ing on the interpretation of the law. 
One dictionary gives this sweeping 
definition of “cosmetic’’; 

“Any external application intended 
to beautify and improve the" com- 
plexion, skin or hair.” 

Dr. George H. Coombs, director of 
the Bureau of Health, said the new 
measure was designed fér protection 
of the public, and not to produce rev- 
enue. The fees, he believed, will 
barely support the laboratory. 

Manufacturers, however, expressed 
the fear that this altruistic motive 
may become obscured and that other 
states, always ready and eager to 
develop new fields of taxation, will ~ 
get in line if the law is accepted 
without a fight. 

The law was enacted by a special 
session of the legislature last De- 
cember after its sponsor, Dr- Free- 
man E. Bennett, of Presque Isle, said 
some cosmetics contained substances 
that injure the health, while others 
are “absolutely poisonous.” 

The significance of the measure © 
was not generally realized. Even 
had it been, say manufacturers, the 
bill was rushed through the legisla- 
ture so rapidly that it would have 
been difficult, if not impossible, to 
organize opposition. 


Boston Club’s Book 


The Boston Advertising Club has 
just published its “1934 Roll Call,” 
containing a list of its members, to 
gether with home and business ad- 
dresses. 


“Daily Press” Purchased 


Texarkana Newspapers, Inc., has 
bought the Texarkana Daily Press, 
and will consolidate it with the Eve 


/ning Journal, 


| 


ROCK PRODUCTS 
possesses twice as many “com: 
pany” subscriptions as does its 
nearest competitor. And an aver+ 
age of three readers per “com- 
pany” copy. These readers vary 
from i to production su- 
Ask for INDUSTRY | 
SURVEY. Now ready! 
ROCK PRODUCTS ™ o.°." 


Chicago 


ARC MUMUR DAO 
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“You have our permission to use the 
information for the purpose of dem- 
onstrating what a good advertising 


medium is True Story Magazine.” 


~ ey 239 OR irra eras: § 


Coco 


Wrote Mr. Van Wie of 
True Story in October, 
1931 — 


“...True Story is among the 
leaders... it is on the top list 
of magazines that are the best 
producers ... We believe that 
True Story has done an out- 
standing job for Cocomalt.” 


Writes Mr. Van Wie in 
April, 1934 — 


“W hat was true in 1931is prob- 
ably even more true today.” 


1934 completes five consecu- 
live years of COCOMALT ad- 
vertising in True Story. In the 
five-year period from 1930 
through 1934, Cocomalt spent 
the tidy sum of $105,000 (in- 
cluding 1934 contract) in our 
medium alone. 


OW better check advertising results 
than by sales resulting from the 
advertising. 


The makers of the well known food drink, COCO- 
MALT, tested their magazine advertising by this 
ultimate criterion. 


True Story and two other leading women’s maga- 
zines were checked. 


True Story took top honors —showed a larger per- 
centage of subsequent purchasers of the full size 
package. True Story took the honors on low cost 
also, for we delivered new customers at a lower 
advertising cost. 


Every executive interested in greater effectiveness 
for his 1934 advertising will find this Cocomalt 
analysis highly significant. The advertiser has kindly 
released this data to us. Write for the full report. 
True Story Magazine, 422 Lexington Ave.. New York. 


HIGH SPOTS OF THE REPORT 


SAMPLERS WHO SUBSE- 
QUENTLY PURCHASED 
FULL SIZE 


A “The value of True Story as a 
sampling medium is further 
apparent through the fact that 
the average number of returns 
from COCOMALT advertise- 
ments in True Story has been 
greater than the returns from 
those advertisements in either 
Magazine A or Mag- 
azine B, and the cost 
of an inquiry from 
True Story is also 
less than from either 
of the other two pub- 
lications.” 


True Story . 16.1% 
MagazineA . . . . 10.7% 
MagazineB. . . . 8.3% 


* &* * 


“Where usage of COCOMALT 
can be definitely ascribed to 
the sample, True Story has a 
much higher percentage of ad- 
vertising effectiveness than 
either of the other two maga- 
zines... 


... Extract from the com- 
Y plete report. 


Basic advertising strength enabled True Story to lead 
in this signal test. 

True Story, with its unique editorial policy, offered 
COCOMALT a new reader group in which other maga- 
zines do not participate. 


True Story offered COCOMALT a high concentration 
among young mothers to whom the advertising makes 
its big appeal. Current reader interest and current reader 
spending activity are rechecked each issue through 
True Story’s dominant newsstand circulation policy. 


CONSIDER THE PRODUCT 


Weigh True Story’s record in this remarkable test with 
due consideration for the product itself. 


COCOMALT is a food specialty— widely advertised as 
a body builder for the growing child. COCOMALT 
appeals to intelligent mothers —to mothers who appre- 
ciate the need for extra vitamins and have the extra 
cash to buy them. 
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ALT CHECKS SALES 
FROM COUPONS 


TRUE STORY LEADS IN NEW BUYERS...IN LOWEST COST 
ess IN SALES EFFECTIVENESS | 


5 BELICIous FOOD DRINK Ly, 


Leaders in the retail trade 
feature and push Cocomalt 
because — 


1. Cocomallt is extensively advertised—con- 
tinuously. 


| 2. Cocomalt is an outstanding high quality 
product. 


3. Cocomalt is honestly advertised. 


4. Cocomalt is accepted by the American 
Medical AssociationCommittee on Foods. 


5. Cocomalt gives real value to the con- 
sumers — it is formulated to accomplish 
beneficial results. 


6. Cocomalt has a rich Sunshine vitamin D 
content. 


nee ee oe 


7. Cocomalt is licensed by the Wisconsin 
University Alumni Research Foundation. 


8. Cocomalt enjoys a definite consumer de- 
mand—it always repeats. 


9. Cocomalt sales increase steadily year 
after year. 


Now is the time to sell Cocomalt. Cold 
Cocomalt—ice cold Cocomalt—is a delicious, 
refreshing hot weather drink. 
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A.B.C.INMOVE 
TO AID MEMBERS 
IN TWO FIELDS 


Chicago, July 3. 
recommended by 
paper publishers, the 
of Cireculations has dispatched the 
first of a series of letters to im- 
portant retail advertisers in cities in 
which it has newspaper members. 

If sufficient interest is shown by 
business papers which are members 
of the A. B. C. the same plan may be 
used in that field, the explanatory 
series being sent to prominent manu- 
facturers advertising in the business 
press. 

The letter to retailers, accompanied 
by an eight-page booklet, was signed 
by O. C. Harn, managing director. It 
said in part: 

“Although the information § con- 
tained in A. B. C. Audit Reports is 
accepted generally by advertisers as 
the measuring stick of paid circula- 
tion newspapers and periodicals, we 
realize that many users of A. B. C. 
information have come into the ad- 


Adopting a plan 
Pacific coast news- 
Audit Bureau 


| vertising field since the Bureau was 
‘formed and may not be entirely fa | 
miliar with the important work it is | 


doing. 
Tells of Growth 

| “The Audit Bureau of Circulations 
| service grew out of a circulation con- 
| dition that was chaotic previous to 
1914 and it was established primarily 
| because advertisers demanded uni- 
'form, accurate and impartial reports 
on the circulation for which they 


were paying. 
“It will be of interest to you to 
know that the Bureau was founded 


at the instance of advertisers, is con- 
trolled by advertisers and exists to 
safeguard the interests of advertis- 
ers. 

“We request that you read the en- 
closed folder. We believe you will 
find it interesting and instructive. 
We hope that it will suggest to you 
that you have more of a personal in- 
terest in this great organization than 
you have heretofore realized.” 

The initial booklet gives a brief 
outline of the origin, history and 
functions of the A. B. C. A second 
will be distributed to the same audi- 
ence in about 30 days. 


Cosmetics to Wertheimer 

Dearling, Inec., New York, maker 
of cosmetic novelties, has placed its 
account with the L. D. Wertheimer 
Company. 


Network Syndicates 


Transcribed Programs 


Thirteen-minute electrical tran- 
scription programs, designed for in- 
clusion of a one-minute opening and 
closing announcement and compar- 
able in quality to network features, 
are now being offered by the National 
Broadcasting Company to its owned 
and operated and associated stations. 

In the near future, a similar syndi- 
cated electrical transcription service 
will be offered a selected list of in- 
dependent stations whose coverage 
does not conflict with that of NBC 
owned and operated or associated 
stations. 


Papers Annoia’ BK&M 


Burke, Kuipers & Mahoney, Inc., 
have been appointed national repre- 
sentatives for the Greenville, Tex., 
Herald and the Lafayette, La., Ad- 
vertiser. 


One More for BBDO 


The New York Telephone Company 
has appointed Batten, Barton, Dur- 
stine & Osborn, Inc., New York, to 
direct its advertising in New York 
City. 


tain Selected 


Irving W. Benolken, vice-president 
of the Klopp Printing Company, 
Omaha, has been named vice-presi- 
dent of the Omaha Advertising Club. 


000.000 Watts 


elo, : 


Most Powerful in the World 


erchandising 
Service 


consisting of reports from the field, 


obtained by actual contacts with 


wholesalers and retailers, is now avail- 


able to ALL WLW clients. 


Complete details concerning this 


service will be sent upon request. 


RADIO 


STATION 


WLW 


THE CROSLEY RADIO CORPORATION . CINCINNATI 


CAMPBELL'S SOUPS "TAKE OVER" A GROCERY : 


Disdaining half measures, Penn Fruit Company, Philadelphia, not 


only lined its shelves and heaped its counters with rows and tiers and 

towers of Campbell's soups for a special selling event recently, but 

also used huge reproductions of the Campbell can as bins to hold 
additional stock. 


TVA PROJECT 
CRITICISED BY 
FURNITURE MEN 


Chicago, July 5.—A fresh revolt 
against the Tennessee Valley Author- 
ity brewed as the summer show at 
the American Furniture Market 
went into its second week. A meet- 


ing of dealers asked the National 
Retail Furniture Association “to 
seek governmental assistance in 


avoiding the demoralization of the 
instalment business.” 

Meanwhile, the board of govern- 
ors of the Mart held a meeting, 
reiterating its intention to keep the 
building closed to consumers in any 
guise. The board also barred prison- 
made goods. This action, it was 
said, will result in the cancellation 
of several leases. 

On the TVA, the official daily pub- 
lished by the American Furniture 
Mart quoted a spokesman for the 
furniture association as follows: 

“Dealers are not so concerned 
with the four-foot electric refrigera- 
tor now being marketed, because 
they can grade up from such an 
item, but they fear that the same un- 
sound markup and policies will pre- 
vail with six-foot ‘boxes’ which are 
understood to be under contempla- 
tion. Already the Tennessee set-up 
has seriously distrubed the situation.’’ 

According to the daily, southern 
merchants do not object to the gov- 
ernment plan of raising the stand- 
ards of their customers’ living, but 
they strenuously object to outside in- 
terference with regular merchandis- 
ing and financing practices, result- 
ing in profitless retailing of the in- 
creased volume. 

A distributor said that the Ten- 
nessee Valley and Electric Farm and 


Home Authority plan “gives the dis- | 


tributor nothing, the retailer nothing 
and the manufacturer very little.” 

A southern association secretary 
remarked that “the quickest way to 
go broke is to sell TVA refrigera- 
tors on the three-year plan.” 

July 15 was said to be the date 
when the TVA refrigerators go on 
sale at $77.50. 


Hires Testing 


Newspaper Copy 
On Ginger Beer 


New York, July 5.—The advent of 
repeal has nothing to do with the 
sudden decision of Charles E. Hires 
Company, Philadelphia, to support 
its ginger beer extract with news- 
paper advertising, the agency, Mark 
O’Dea Company, told ADVERTISING AG 
today. 

The first advertising on this prod- 
uct, except for package inserts with 
Hires root beer extract, used regu 
larly since the introduction of the 
ginger beer several years ago, ap- 
peared as a 600-line advertisement in 
the Hartford Times June 13. Twi 
additional advertisements of the same 
size published at intervais of tw 
days completed the test campaign. 

Results are now being analyzed by 
the agency with a view to extending 
the promotion to a few selected 
markets this year. It is not likely 
the campaign will be placed on a na 
tional basis until next season. 


Price Played Up 


The three test advertisements, al: 
most identical in text, stressed 
economy and quality. A prominent 
display of price was substituted for 
illustration. Copy compared Hires 
ginger beer with “ordinary ginge! 
ale’ to the detriment of the latter 
and pointed out forcibly that Hires 
was fully as good as costly ginger 
beer imported from England. 

The copy discourse stopped abrupt: 
ly short of a recommendation about 
mixing, and the agency said the 
boundary line would never be 
crossed. The company believes its 
biggest market comprises the tem 
perance ranks, particularly homes 
where there are small children, and 
| will not risk an appeal which might 
offend old customers and _ similar 
prospects. 


At the same time, the company !s 
|interested in letters from though! 
ful consumers saying that Hires gil 
ger beer is delicious mixed with gil 
| and if frugal hosts and_ hostesses 
| show a tendency to think out th 
answer to two and two after reading 
\the straight ginger beer copy, th 
campaign will doubtlessly be & 
| panded in time to major proportion 
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vertising agency. 


prove why Big 4. should serve you in Chicago. 


— | MASS PLAN ADVERTISING. 


It is just as essential for an advertiser to discrimi- 
nate in the selection of his distributing agency 


as it is to choose carefully in employing an ad: 


We invite the opportunity to 
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in the current issue of "Life" which creates the impression of a full- m 
page advertisement. at 

Only 5.1 per cent of those voting Lic 


indicated that their business was be- an 
hind that of 1933, while 10.2 per cent , pl 
said it was about the same. The m 
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remainder said it was ahead, the 


OF HIM - ( 
owns hv home 

+ | < —and 58% of him®* lives in a house 
valued at over $10,000. 


9.2 per cent; four, 0.5 per cent; five, 
2.2 per cent. 


ing habits of his community. 


“— largest classification, 23.7 per cent, mi 

Obviously he is a Substantial Citizen \ BY ADVERTISERS ican a Pgaceapelgy ~~ 7 rs 
—the type that helps to set the buy- (} — womans “3 
N.B.C. Announces Result of Skelly Stages : 


Race with Aid : 
Of K.C. Ad Club F «. 


Mi : He is interested in Oil Burners, Elec- 


Recent Poll 


tric Refrigerators, and all such semi- 
New York, July 5.—A small ma- 


. . . Sec 
luxury products—also in specialties jority of advertising men believe - 
: a an Te, a. that the presence of a studio au-| Kansas City, Mo., July 3.—The Ad- me 
and specialized services of many dience adds to the listeners’ enjoy-| vertising as ae Gana City played Chr 
kinds. Quality and Value are his buy- ment of radio programs. This was|a leading role in staging the second Ay 

* ° ‘ indicated by the National Broadcast-| annual Jimmie Alien air races tor “Ww 
words, rather than Just Price. ing Company’s tabulation of ballots| Thunderbolt miniature’ airplanes, J “\W 
registered on a “voting machine” |sponsored by Skelly Oil Company, in - giv 
“ , : during the recent convention of the| Swope Park here Sunday. thr 
He Isa Rotarian, and SO reads most Advertising Federation of America. Under the generalship of Bruce B. spe 
FN oii = . Of those who indicated their pref-| Brewer, chairman of the committee Ban 
thoroughly THE ROTARIAN, his own erence on this score, 54.8 per cent| directing the meet, and vice-pres!- ( 
mavazine. voted in favor of studio audiences,}dent of Ferry-Hanly Advertising the 
© ae the other 45.2 per cent being opposed.| Company, the Skelly agency, the ove 
a An overwhelming majority, 95.8|}club furnished some 40. starters, ep 
Why not, then, contact him through \ per cent, believed broadcast advertis- | timers, judges, ete. fol] 
A 5 ; © N ing programs should be promoted in The local race, which was dupli- In 
this low-cost medium that offers so > other mediums. Almost as many, | cated last Sunday in Des Moines and will 
Ay call: > 93.2 per cent, believed this promotion |} Tulsa. with similar races to be held con 
much selling power and so little waste > Bay best should take place in advance of thelin eight other cities July 8 fe a ann 
circulation ? ( “R i s date when the program takes the air.| outgrowth of the “Air Adventures of 
eaders To the question, “Do you have a Jimmie Allen,” unique radio pro No 
41% radio in your car,” 23.6 per cent re-| gram sponsored over a number of 
A note to THE ROTARIAN magazine were definitely in- |Dlied in the affirmative. Of those | stations in its territory by Skelly Oil ‘ 
211 Wes Wack a ee ’ cee fae” Bie Ons boasting summer homes or camps,}Company. The local event attracted ret 
est acker Drive, Chicago, ; L— 790 77.7 per cent said they were equipped|q crowd estimated at more than thre 
. . ¢ ee ee Pee. with radio, 12,000, despite the fact that the ther: vert 
. will bring you an interesting caller. ce ——-" oe a ee mometer edged up dangerously neat the 
aE 88% . sai te rac the 100 mark. 1on 
: 6 A surprisingly large number, 48.3) although last year’s winner of the Dec 
: try clubs, athletic or | Per Cent, voted “yes” to the ques-| race set a record of two minutes, 40 C 
Tere es Bt | Hon, “Do you believe in having ra-| seconds in the air, this year one of adh, 
6 aretha seroma sete fae aga ee Se 
ee eles a apg tag ms : eng dcne sight after being kept in view by the Car) 
the high priced and {Ose in the agency field reported | timers for eight minutes, 21 seconds, Bun 
Katine priced ge hapneed 1 tiga - P thereby providing a_ special thrill T) 
AAC, ee See Sone with the | tor spectators and a front page story ual 
New Deal, 76.7 per cent expressing | fo; the following morning’s Times. Hot 
pected hea on | the belief that it has aided business Ls Ty 


recovery. 
Perhaps the most interesting ques- 


Add Two Units 


85° of Rotary Clubs 
are in towns of 25,000 
population and under 


tion was as to the number of radios 
installed in the homes of the voters. 
Only 1.1 per cent admitted having 
none, the remainder of the replies 
being divided as follows: one radio, 
56 per cent; two, 31 per cent; three, 


Sterling Products, Inec., has oF 
ganized two subsidiary companie> 
Farma-Platensa, Ltd., and Farmo !@ 
Buenos Aires and Rio de Janeiro ' 
manufacture and exploit Sterling 
products. 
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CRITICS GIVEN 
AN INNING AT 
F.ALA. MEETING 


July 7, 1934 


Chicago, July 5.—Criticism of 
hanks and banking will be brought 
yt into the open, and delivered by 
invitation to representatives of the 
banks themselves, when the Finan- 
cia! Advertisers Association convenes 
its 19th annual meeting at the Hotel 
Statler in Buffalo Sept. 10. Bankers 
will have not only an opportunity to 
tell their story in reply, but to dis- 
cuss openly methods by which pub- 
lic criticism may be turned into pub- 
lic approval. 

The entire program of the four- 
day convention is being designed 
around the theme, “How to Meet the 
Publie’s Demand for Financial In- 
formation,” which is approached 
from various angles. “The Public 
Questions Its Banks,” one of the an- 
gles, takes up three points of view. 
that of the “average” man, the busi- 
man and the newspaper man. 
They will be presented by carefully 
selected speakers. Three addresses 
will also be made in reply by promi- 
nent bankers. 

In order that the convention may 
consider specific suggestions designed 
to build public approval by improved 
methods and by proper presentation 
of facts to the public, departmental 
sessions will be devoted to the study 
of these conditions. The results will 
be summarized and presented for 
discussion to the entire convention 


ness 


on the final day of the meeting. The 
sections which have special depart- 
mental sessions are: trust develop- 


ment, business development, savings, 
advertising technique and public re- 
lations. 

Three-Day Meeting 

The first morning of the conven- 
tion will be devoted to the study of 
an exhibit of financial advertising 
placed during the previous twelve 
months, samples for which were 
gathered from financial institutions 
and publications in all parts of the 
country. In the afternoon two ad- 
dresses are planned; one designed to 
present the case for “‘publie spirited 
banking,” the duty of the bank 
\oward the public it serves; the other 
ilo show the direct interest which 
the public has in its banks and in 
banking. 

Departmental sessions will occupy 
the calendar on the morning of the 
second day, Sept. 11. In the after- 
hoon, following a joint luncheon 
meeting with the Buffalo Advertising 
Club, the three talks, “What the 
Average Man Asks of His Bank,” 
“What the Business Man Asks,” and 
“What the Journalist Asks,” will be 
given. On Sept. 12, at luncheon and 
throughout the afternoon, several 
speakers will develop the theme “The 
Banks Speak Out in Reply.” 

On the final day of the convention 
the morning session will be given 
over to a discussion of the reports of 
lepartmental groups. This will be 
lollowed by the election of officers. 
In the afternoon a golf tournament 
Will be held and in the evening the 
‘Onvention will be closed with the 
annual banquet. 


Northwest Group Plans 
Better Printing Contest 


A contest intended to bring better 
returns to .national advertisers 
‘rough better printing of their ad- 
‘etisements will be carried on by 
‘le Northwest Daily Press Associa- 
oe July 15 and ending 
ec. 15, 

Clough Gates, Superior Telegram, 
chairman of the better printing 
Jttest committee, which consists of 
‘ted Schilplin, St. Cloud Times, and 


s 


Cay ’ 
ar] Kk. Thomas, Rochester Post- 
bulletin. 
The association will hold its an- 


— fall meeting at the Pine Beach 
Otel on South Gull Lake, Brain- 
‘Td, Minn., Sept. 8-9. 


Papers Name Rep 


Bryant, Griffith & Brunson, Inc., 
4. 880, has been appointed national 
Ty ttising representative of the 
Palt Rivers, Wis., Reporter, and the 
“S City, Neb., Journal. 


Barber With New 


“Foreign Travel” 

The Cunarder, monthly travel 
magazine of the Cunard Steamship 
Company has changed its name to 
Foreign Travel effective July 1, when 
the merger of the Cunard and White 
Star Lines became effective. 

Walter E. Barber, formerly with 
Theis & Simpson, Inc., newspaper 
publishers’ representative, is the new 
advertising manager of the paper. 


Has Tamper-Proof Carton 


The Bond Electric Corporation, 
Jersey City, N. J., has introduced a 
tamper-proof carton for radio tubes 
which prevents the unauthorized re- 
moval of tubes, yet permits the tubes 
to be tested. 


ADVERTISING AGE 


Code Failure, 
Reported View 


Boston, Mass., July 5.—-New Eng- 
|}land newspaper publishers in gen. 
‘eral reported that their code had no 
effect in eliminating unfair competi- 
tive practices, it was announced by 
|} the New England Council in report- 
|ing on a survey of the effects of 
| NRA on New England industry. 
Among the 27 newspaper publish- 
ers responding, 21 stated that they 
|'found their code of no effect in elim- 
'inating unfair competitive practices; 


Of Newspapers 


1l said it was of no effect, and 10 


said it was helpful in reducing and 
relieving unemployment; 13 
maximum hours of labor hurtful; 11 
reported minimum rates of pay, also 
wage differentials of no effect; 11 
said collective bargaining has been 
of no effect, while four said it has 
|proven hurtful in their respective 
| cases. 


| 


| Nine found limitation of capacity 
| of no effect, ten said the same of re- 
| strictions against selling below cost, 
and nine reported that price stabili- 
zation plans have had no effect upon 
them. Majorities of this group favor 
| elimination of provisions applying to 

maximum hours, minimum rates, 

wage differentials, collective bargain- 
| ing and price stabilization. As many 


found | 


13 
favor amendment of restrictions 
against selling below cost as favor 


their elimination. 

Four publishers want a code with 
government sanction and supervision, 
four without, and 17 do not want any 
code. Two did not answer this ques- 
tion. 


Gorman Heads 


New Haven Club 


Raymond CC. Gorman was elected 
president of the New Haven, Conn., 
Advertising Club at a dinner meeting 
held at Gregson Grille. 

Other officers are 
Nathan B. Stone; 
J. Lancraft; and treasurer, Andrew 
Casolino. Edgar Kobak was the 
principal speaker at the meeting. 


vice-president, 
secretary, Robert 


@Dn one side of the sales picture the older housewife, conservative, slower in expen- 


ditures, buying habits settled. On the other side, the younger housewife, eager, adventurous, 


buying habits forming ... and most important of all... well able to buy. She is Tower’s 


younger housewife with a comfortable average family income of $2519. Neither upper 


middle-income reached by certain women’s magazines nor lower incomes saturated by 


others. But squarely in the strategic middle-distance between. The middle-masses. Volume 
objective of manufacturers of automobiles and 


foods, cosmetics and home equipment. 


WHAT ADVERTISERS ARE BUYING: 


Exelusive editorial projection 
100% unforced circulation 
1.300,000 average monthly 
In 1269 key markets only 


71% housewife readership 


Average age 25 


$2.00 per page per thousand 


TOWER MAGAZINES, INC. 


NEW YORK e 


CHICAGO e 


SAN FRANCISCO e 


HOLLYWOOD 
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ADVERTISING AGE 


July 7, 1934 


Bank Shows Portland 
How to Aid Building 


Home Renovizing Clinic Lifts Local Building Industry 
Out of Doldrums 


Portland, Ore., July 5.—How to 
help your own business by advertis 
ing that of your customers has just 
been demonstrated here by the First 
National Bank, a member of the 
Transamerica group, which is bask- 
ing in the publicity, good will and 
increas*d business resulting from a 
“Renovize Portland” 
primary purpose was to help the 
buildin: and lumber industries. 
The First National Bank 
doned traditional financial 


aban- 


| downtown corners. 


ject for the “face-lifting” 
campaign whose ; 
|Though a 


advertis- | 


ing forms a number of years ago and | 


embarked on a constructive, indus- 
full growth in 1933 with a 
Better Times” campaign prepared by 
the Mary Pentland Advertising 
Agency, in which the bank used 
large newspaper space to advise the 
public to buy all commodi- 
ties and drepression 
prices lasted. 

In 1934, the policy of 
to help your customers” 
a second and greater 
“Renovize Portland” campaign. 

ik. B. MacNaughton, president of 
the First National, has for more than 
two yeurs been making an intensive 
study of the lumber industry (which 
provides 50 cents of every trade dol- 
lar reaching Portland) and_ the 
building trades, which normally em- 
ploy 18,000 Portlanders. After 
considering various resuscitation 
methods proposed for these prostrate 
businesses, he concluded that the 
best method of instilling new life 
into the two industries would be 
through the stimulation of home 
modernization, whereupon the “Reno- 
vize Portland” campaign was 
launched. 


A Clinical 


First, the bank secured permission 
from the Post Office Department to 


sorts of 


services while 


“advertising | 
has reached 
climax in the 


some 


Demonstration 


The shortest 


mediate advertising re- 
turns is via ABO” coverage 


* ACTIVE BUYERS ONLY 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City. 


| its construction, its 
try-building policy which reached its | lines and materials were good enough 
“Back to | to 


| 


| while 


}and why to anyone who asked ques- 


| visited the house during every work- 


conduct a “Renovizing’” demonstra- 
tion on the lawn of an old post office 
at one of Portland’s most prominent 


A worn-out, tumble-down shack 
built in 1880 was selected as the sub- 
operation, 
was donated to the campaign by the 
owners, and dragged through the 
streets to the post office lawn. 
lean-to bathroom and 
primitive knob and tube electric wir- 
ing were virtually the only improve- 
ments the house had received since 
architectural 


offer 
tion. 

The moving attracted considerable 
public attention, and 125,000 bill in- 
serts prepared by the bank’s agency 
and sent out in the statements of 
publie utility companies invited the 
public to “watch this house.” 

The aid of the Oregon Chapter of 
the American Institute of Architects 
was secured to plan the “renovizing,” 
the Portland Builders Ex- 
change cooperated in securing dona- 
tions of materials and services from 
more than 100 building and supply 
firms. 

For eight weeks, 
on the “face-lifting’” process. A new 
roof, new bath, insulation, fireplace, 
hardwood floors, lowered ceilings, 
new doors and windows, new siding 

everything that could be done to 
improve the structure was done. 
Every workman on the structure was 
transformed into a walking adver- 
tisement by the welcome instructions 
to stop work at any time to explain 
in detail exactly what he was doing 


possibilities for moderniza- 


builders worked 


tions. From the very start, an aver- 
age of five to ten persons a minute 
ing day, so the 


amount of word-of- 


route to im- 


AN OBJECT LESSON IN MODERNIZATION 


mouth advertising obtained was tre- 
mendous, 


Interest Stirred 


As actual reconstruction neared 
completion, the bank ran _ large 
newspaper advertisements announc- | 
ing a “home renovizing competition” | 
io extend over the balance of the 
year. At the same time, a reception 
held on the platform for stars of the 
San Carlos opera company, and 
broadcast under the bank’s sponsor- 
ship, centered the city’s attention on 
the demonstration house. A few days 
later, a group of 40 chamber of com- 
merce members held a dinner in the 
living room of the four-room struc- 
ture to demonstrate its roominess. 

After builders had finished, dec- 
orators and furnishers took over the 
house for a week, outfitted it com- 
pletely with colonial furniture gone 
modern, striking drapes, an electric 
refrigerator, range and other 


equip- 

ment. 
During all this building period, 
newspapers in Portland had been 


carrying weekly advertisements for 
various members of the building in- 
dustry—advertisements characterized 
by Henry Failing, national advertis- 
ing manager of the Oregon Journal, 
as “the first important building page 
advertising in four years.” 

Almost exactly two months after 
the worn-out 1880 house had been 
moved to the post office lawn, a spe- 
cial preview of the renovized and re- 
furnished house was held for 400 
civic officials, bankers and contribu- 
tors to the demonstration. A second 
broadcast arranged by the bank fea- 
tured this evening preview, with an 
announcer going from room to room 
with a microphone and describing 
what he saw. 


Crescendo of Advertising 


Special sections In all three daily 


pared by the bank to tell the entire 
story of the demonstration and make 


suggestions for similar jobs on the 


How the 1880 Portland "shack" looked after its face had been lifted 
in the unusual “Renovize Portland’ campaign sponsored by the First 
National Bank. 


average home. 


| of 


In addition, the First National sent 
letters to the entire building indus- 
| try asking for literature on various 
| phases of remodeling work. Samples 
these folders were 
lobby display for the 
copies were given out both at the 
bank and at the model house, along 
with entry blanks for the renovizing 


made into 
bank, 


competition. 


newspapers heralded the official open- 
ing the next day. 
sold more than 
special advertising, and of 
gave the house columns of news 
stories and pictures. The First Na- 
tional Bank carried large 
ments which were used as the basis 
for all three sections. 

At the same time, more bill inserts 
prepared by the bank were sent out) 
by utility companies, department | 
stores which had 
house, and building firms. In all, 


Two of the papers | 
6,300 lines each of | 
course | 


more than 500,000 pieces of mailing 


programs mentioned the demonstra: | 
tion and contest during their time. 
on the air. Every street car in the | 
city carried bulkhead and exterior | 
cards inviting the public to see the | 
house, while posters were displayed | 
in strategic show windows all over 


show windows devoted them exclu- 
sively to the renovizing project, show- 
ing pictures, plans, advertising ma- 
terial, ete. 


house was open to the public, 


333 N. Michigan Ave., Chicago 


(A-8610) 


and received ‘master’ booklets pre- 


advertise- | 


furnished the} 


matter were distributed. ‘The bank | 
in a regular radio program, adver- | 
tised the opening for days, while | 


stores and other firms having regular | 


Portland. Several firms having large | | 


| 


The first day the demonstration | 
6,000 
people visited it in 11 hours, heard | 
hostesses explain details of the work | 


The 


At the end 


house was kept 
460 hours. 
Results Achieved 
of the 


Tangible 


real home. 


and 


open for 
seven weeks, during which time 157,- | 
654 people visited it 
343 an hour for 


demonstration, 
the renovized structure was sold at 
a public auction to a bridegroom who | 
moved it to a residential section to 
make his family’s first 
All proceeds of the sale were divided | 


equally between the Portland Art 
Museum and the Sunshine Division, 
_a charitable organization in the po- 
‘lice department. 

| Interest in the campaign is being 
|maintained through the renovizing 
| competition, which is divided into 
five monthly competitions culminat 
ing in a grand competition Oct. 1. 
Prizes total $185 for the best letter 
and pictures describing home reno 
vizing jobs. 

| Although results of the “Renoviz 
| Portland” campaign on the building 
|}industry cannot be accurately com 
| puted, the following facts are the 
/best indication of the effect it has 
had, according to Mary Pentland, who 
handled the campaign: 

1. Building and remodeling per- 
mits have shown a steady increase 
during the period of the demonstra- 
tion and are far above the same pe- 
riod in 1933. According to H. E. 
Plummer, city building inspector, a 
large percentage of the applicants 
for remodeling permits state they 
have been influenced by the renoviz- 
ing demonstration. 

2. Charles Stidd, vice-president of 
the First Federal Savings and Loan 
Association, has asserted that the de 
mand for home loans is increasing, 
and that applicants usually state they 
wish all or part of the funds to 
finance modernization, whereas be- 
fore the campaign, they agreed to 
modernization expense only under 
protest. 

3. Nearly every firm which co- 
operated in the demonstration has re- 
ported some new business directly 
traceable to it. At least one con 
tributor has tripled his business since 
the demonstration. 

4. The bank and the Pentland 
agency have hundreds of letters from 
the building industry, expressing 
| congratulations on the campaign and 
labeling it “‘the greatest stimulation 


an average of | Portland building has received since 


the depression.” 


Paper Changes Hands 

Display Advertising, Canadian 
monthly, has been taken over by the 
Wrigley Publications, Ltd., 
from the Edwards Publishing Com 
pany. 


| 


Whether 


it be one design 


or a dozen—a 


local showing 
or a national 
ampaign— 


ERIE. posters 


assure you a 


COULD HOIST 


THE EMPIRE STATE 
BUILDING FINCHES. 


faithful repro- 
duction and 
non-fading 


} 
‘ 
: 


inks. 


‘The haracter of our reproductions 
isa matter of pride to us — and 


ahelf 


any advertisers. 


LITHOGRAPHING & PRINTING CO- 


ERIE PENNSYLVANIA 


Toronto, 
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AUTOS OF 90°S 
TO ROAR AGAIN 
IN JINX. DERBY 


chrysler Picks Friday, 13th 
For Novel Race 


Chicago, July 5.—The Jinx Auto- 
mobile Derby, a flashback to the old 
cars and drivers of the linen duster 
days of 35 years ago, will be held on 
Friday, July 13, at Chrysler Motors’ 
track at A Century of Progress. 


Thirteen ancient, brass-bound au- 
tomobiles of vintages ranging from 
i896 to 1907 and piloted by 13 famous 
old-time race drivers will run 13 laps 
on the quarter-mile track which 1s 
1,300 feet long. 


Best known of the contestants is 
Barney Oldfield, who will pilot car 
Number 13, a snappy Maxwell road- 
ster which first saw the light in 
1904. There are 13 letters in Bar- 
ney’s correct name “Berna Oldfield” 
and the Oid Master of the Roaring 
Road is confident that the jinx num- 
ber will bring him luck as it has 
often done before. 

Among the former racing stars 
who will vie with Barney for su- 
premacy in the Jinx Derby is Cliff 
Woodbury, for many years a dirt 
track champion who has driven in 
los Angeles, Indianapolis, Altoona, 
Uniontown and many other tracks. 
Charles A. Coey, who won 24-hour 
races in Chicago and Detroit when 
those events were in vogue, is an- 
other Jinx driver, as are E. H. Snaz- 
enberg, who raced at Indianapolis; 
Adolph M. Monsen, another Indian- 
apolis veteran; Harry W. Cooper, 
who abandoned bicycle racing to 
make a name for himself with a Na- 
tional racer two decades ago; Arthur 
Gardner, once bicycle champion of 
the world, and Andy Burt, who re- 
tired from racing when he was the 
sole survivor of a five car crash back 
in 1913. 


They’re Off! And How! 


Promptly at 2:15 p. m. the 13 old 
battle-wagons among which are num- 
bered a Stanley Steamer, a _ rope- 
drive Holsman, a one-cylinder Cadil- 
lac with all of eight horsepower, and 
a ‘“Tally-ho” of 1896 will sally forth 
on the Chrysler track. 

Thirteen pits are being erected at 
the track to care for the probable 
mechanical difficulties the old jalop- 
pies may develop. Special grand- 
stands seating an additional 10,000 
persons will be set up at the Chrys- 
ler Motors’ track. The event will be 
broadeast by the National Broadcast- 
ing Company on a nationwide hook- 
up, starting at 2:15 p. m. 

Never before on any track have 13 
such oddly assorted vehicles competed 
with each other. These old cars were 
gathered from the barns and sheds 
of the nation by John Ross Reed, 
general director of ‘Wings of A Cen- 
tury” especially for use in the page- 


ant which is a feature of the exposi- 
tion, 


Ever Hear of These? 


The prize oldster of the lot is a 
“Tally-ho” made by the Chicago 
Vehicle Company in 1896. Equipped 
With a fringed canopy, the “Tally- 
ho” resembles the old family “rock- 
away” so popular in the eighties and 
Nineties. It is powered with a two 
‘ylinder water cooled engine which 
has a bore and stroke of six inches. 
Until several weeks ago, when Mr. 
Reed had the ignition system mod- 
*rnized, the ‘“Tally-ho” had not 
‘urned a wheel for 32 years. 

\ Stanley Steamer, a natty road- 
‘ter model with rumble seat in the 
'ront, is the next oldest contestant. 
It hoasts a five horsepower motor, 
brass lamps, wire spokes and a level 
‘Steering column. 

The Lineoln Horseless Carriage, 
whi h was a popular number in 1900, 
‘0asts a chain drive and chugs along 
-_ ® two cylinder air cooled motor. 
From 1902 comes the Holsman rope 
rive. a type of car sometimes heard 
ahout but almost never seen. And 

‘en there is another 


Lincoln, a| 


combination truck and pleasure car, | 
also made by the Lincoln Carriage | 
Company, Chicago. 

Two Internationals have hard rub- | 
ber tires and plenty of brass work as | 
has a Staver roadster built to take | 
the rough, rutty roads of its day. 
A one-cylinder Cadillac built in 1904 
will vie with a Buick touring car of 
1904 with the engine amidships. A | 
Ford Model “N” from 1906 with two | 
foot brakes and a speed lever on the | 
side will also compete. Another con- | 
testing car will be a 1908 Maxwell. 


“Movie Guide” Starts 


George J. Hecht, publisher of 
Parents’ Magazine, New York, is 
making plans for publication of 
Movie Guide, weekly magazine ap- 


praising films for three age-groups, 
in support of the crusade for clean 
films. 


Anfenger Agency 
Personnel Shifts 


Robert Emmett Kane, Anfenger 
Advertising Agency, Inc., St. Louis, 
has been appointed head of the 
agency’s creative department. Her- 
bert C. Schmidt, who held that post 
for four years, has been advanced to 
the position of account executive. 

Leonard C. Voss, formerly with the 
D’Arey Advertising Company, and 
until recently in charge of layout and 


Plan Penalty 
On Advertised 


Oregon Bread 


Portland, Ore., July 
there is a possibility that a friendly 


tip from Washington may cause him 
to change his mind, 
Oregon's director of agriculture, pro- 


5.—Though | 


rage of opposition from newspapers, 


| 


Max Gehlhar, | 


typography for the Wolff Printing | P°8es to force bakers to sell adver- | 
Company, has joined Anfenger as | ‘ti8ed breads for one cent more than | 


production manager. 


Parker With “Transcript” 


Earl W. Parker has been appointed 
manager of the classified advertising 
department of the Boston Evening 
Transcript. Mr. Parker has been in 
that department for 18 years. 


they get for the same loaf, when un- 
advertised. 


One section of Gehlhar’s minimum 
price proposal provides for a selling | 


price of nine cents per pound loaf 
for unadvertised brands, while those 
which enjoy benefit of publicity may | 
be sold at not less than ten cents. 

The proposal has aroused a bar-| 


many publishers taking the oppor- 
tunity to educate both their readers 
and the director of agriculture as to 
the theory of modern advertising. 
The editor of the Courier, Grant’s 
Pass, Ore., after announcing that it 
had long since been disproved that 
advertising adds anything to the cost 
of a product, added: 

“But perhaps Gehlhar is proceed- 
ing on a different theory. It may be 
he feels an unadvertised bread has 
no chance to compete with an adver- 
tised one unless the unadvertised 
product can cut prices to give it an 
even break.” 


M voli Maal Out 


The sixth edition of Merck Man- 
ual of Therapeutics and Materia 
Medica has just been published by 
Merck & Co., Rahway, N. J. 


What about th 


e 


other 


Detroits? 
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News of the automotive world is printed weekly in Automotive Industries 


UTOMOBILES are made and sold in London, Paris, 


Singapore; all over the world. Detroit is the 
greatest of the worlds automotive manufacturing 
centers but is not the only one. Each of the others is 
important in the territory it serves. 


Automotive Industries reports the 


news from all the world’s automo- 
tive centers. In the great European 
centers: London, Paris, Berlin... the 
correspondents of Automotive 
Industries represent the highest type 


of automotive 


technical journalists. 


The news-gathering organization of 
Automotive Industries is worldwide. 


It is rooted in a reputation for accu- 


racy. 


That is why th 
the respectful 


Its prestige is international. 


ose who wish to gain 
attention of automo- 


tive administrative executives, 
production and sales managers, 
engineers, designers, shop superin- 
tendents and department heads in 
plants making all kinds of auto- 
motive products, advertise in 
Automotive Industries. 


They know it is read by those who 
directly or indirectly influence the 
buying in the industry, and is conse- 
quently the outstanding advertising 
medium for manufacturers who sell 
parts, accessories, materials or plant 
equipment to any or all branches 
of the automotive industry. 


AUTOMOTIVE INDUSTRIES 


A Chilton Publication 
Chestnut & 56th Sts., Philadelphia, Pa. 
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ADVERTISING AGE 


July 7, 1934 


ITS EUROPEAN 
VICTORIES MAKE 


BEER CAMPAIGN 


Neb., 
beer, 


Omaha, 
American 
Nebraska, 


July 5-—‘When an 
brewed in Omaha, 


England and the 
world—that’s news!” 

Thus reads the opening sentence in 
the first of a series of 1,000-line ad- 
vertisements launched by the Storz 
Brewing Company, Omaha, 
of its leading product, 
Beer. 
papers in five mid-western states, the 
campaign promises to be one of the 
largest yet undertaken by any brewer 
in this area. 

Copy tells of the victories of Storz 
Triumph at four great international 
expositions before prohibition, in 
competition with the products of the 


Storz Triumph 


world’s largest and leading brew- 
eries. Each advertisement 1s _ illus- 
trated with pictures of medals and 


awards, each medal 
world’s championship. 
“After reading the unsupported 
claims by many brewers as to qual- 
ity and flavor—many insisting that 
their particular beer is the ‘world’s 
finest’—it became apparent to us that 
it would take concrete evidence of 
superiority to make any impression 


representing a 


on the beer-drinking publie,”” said 
Arthur Storz, advertising and sales 
manager. 


Point to the Record 


“In our advertisements, we merely 
point to the impressive record made 
by our product since it was first put 
on the market almost fifty years ago. 
We tell of the world’s championships 
that have been awarded to Storz 
Triumph Beer. We tell how it won 
the Grand Prix at Paris, France, and 
Brussels, Belgium, in 1912, just be- 
fore the war. We tell how it won the 
first prize and highest award at sev- 
eral great American expositions. 

“Then we point out that, today, we 


can invade Europe and de- | 
feat the finest old brews of Germany, | 
rest of the civilized 


in behalf | 


Utilizing more than 40 news- | 


RESTING ON HARD 


WON LAU RELS 


"4 WORLD'S FINEST aR 


coun Win THESE <Grrancl Driv, MEDALS 


GRAND PRIX» PAR RANI 


PRIX - BRUSSELS « 1912 


GUARANTEED TO EXCEED 
PRE-WAR STRENGTH 


offer them the same fine beer, made | 
according to exactly the same form- 
ula, in the same plant, with the same 
fine ingredients, and under the su- 
pervision of the same brewmaster 
who has been on the job continu- 
ously with us for more than 40 
years.” 

Results of the campaign so far 
have been. satisfactory, according 
to Mr. Storz and officials of the 
Buchanan-Thomas Advertising Com- 
pany, Omaha, the agency handling 
the campaign. Newspapers are be- 
ing supplemented by spot radio an- 
nouncements, outdoor displays, coun. 
ter and window displays, direct mail, 
tire covers, road signs and other me- 
diums. 

A smaller campaign on_ Storz 
Triumph Draught Beer, packed in 
giant one-half gallon bottles and rec- 
ommended for picnics and parties, is 
in preparation and will be released 
shortly. 


WOQ Leaves Air 


WOQ, pioneer Kansas City, Mo., 
station, has gone off the air, its split 
| wavelength being awarded to a sta- 
tion in Wichita, Kans. 


advertisement is used, 
attention, by means of 
costly illustrations, 
The 


remaining 25° 7 carries 


Newspaper which 


active 


makeup, 


side reading 


IIeN’s specialized 


in short 


This “759%’ 


IEN Advertisers Pay 
Only the 25% 


On the average 75% of the space in the usual trade paper 
and rightly so, 
large 
color, ble 


advertiser wants, particularly, 


guarantees 
matter) to all 
any need in IICN for purely attention getting space. 
“What's Ne 
factual product dese 
reader interest, which is shared alike by its advertisers pre- 
senting their products in similar condensed factual style. 


saving partly e 


to get the reader's 
headlines, commanding and 
ed borders, ete. 

the real which the 
to be 


Inessave, 
read. 


full display 
advertisements, 


( along 
obviates 


w" editorial content presented 
riptions assures an immediate 


xplains ITEN’s growth 


facturing and mer 
cantile concerns, all 
lines, everywhere. 


seventh consecutive gain already showing for July. 
Move INDUSTRIAL EQUIPMENT NEWS % 
Industrial Plant What's New 
Operating ‘caurmcan @ atts marcus S6y to $75 
ir ulation 1, aa eam Na pee, an Tssue 
Phan Any News. é = for 
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s ther ot Standard 
a ; Representation 
ape) Laie s 
TOV CM ° 
Published by 
In the Purchasing | THOMAS. 
Departments of a Twomas || _ 
large majority of EGISTER || AMERICAN non 
upper rated manu- Re : — THE BUYERS MASTER KEY 
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- TO ALL 
ougs welsN° | AMERICAN SOURCES OF SUPPLY 
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uw 


ABC Authenticated Circulation 
The Only Paid Circulation in 
Its Field 


They were awarded te Stor: Triumph Beer ot the 
great International Expositions at Poris and Brussels 
in 1912, im competition with the very finest beers of 
America, England ond all of Continental Europe! 


Whee an Amencan 


Sema on and detest the finest old root of Germany and the rew of the 
thats ow 


Por STRAYS 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 


beer, brewed in Onnaha Nebraska can invade 


One of the Storz newspaper advertisements built around the beer's 
triumphs in voreign fields before the long American drought. 


PONTIAC MAKES 
UNIQUE BID FOR 
DEMONSTRATIONS 


Offers Ticket ‘‘for One First 
Class Trip’ 


Pontiac, Mich., July 5.—One_ of 
/'those impressive tickets flaunted by 
| transcontinental or trans-Atlantic 
| travelers is the piece de resistance of 
ja direct mail campaign provided 
dealers of the Pontiac Motor Com- 
/pany. Timed to reach prospects dur- 
ing the vacation season, the envelope, 


bearing the festive suggestion, “Why 
not travel first class?” has caused 
many a heart to beat faster. Better 


still, it has enabled dealers to give 
an astonishing number of demonstra- 
tions. 

The “ticket” attached to a Pontiac 
folder on the inside bears the magic 


legend, “Good for one first class 
trip.” It gives this scenario: 

“Starting point: Your home. 

“Date: The day you buy a Pon- 
tiac. 

“Destination: Anywhere you want 
to go—in style, in comfort, in safety 
and with complete satisfaction.” 

Below this promise are four 
boxes, maintaining the pace set in 
the beginning The first is headed, 
“Write your own ticket,” and it 


makes a bid for a demonstration in 


these words: 
A Complete Trip 


“This section of the ticket, pre- 
sented to your Pontiac dealer, en- 
titles you to one first-class ride in 
the ‘Surprise Car of 1934’—the big- 
ger, faster, smoother Pontiac Straight 
Kight, the quality car of the low- 
price field. 

“On this trial trip, you can choose 
your road, speed, hills, bumps, or 
any ‘pet tests’ that you have in mind. 
You and you only, will be the judge. 


knee action wheels, 
| without losing the benefit of ventila- 
jtion, a quick stop for a 
| crossing, and finally, “home 
everybody fresh as a daisy.” 


again 


Re-Elect All Officers 
Percy M. 
| dent, 
| South 


Dees, Winnsboro, presi- 
and all other officers of the 

Carolina Press Association 
| were re-elected at the annual meet- 


ing in Charleston June 28-29. 


tests all of the good things said about | 
into a rainstorm | 


railroad | 


- NEW CAMPAIGN 
IS DIRECTED AT 


New York, July 5. 
inroads both of foreign sugar 
unbranded domestic lines, the Amer- 
ican Sugar Refining Company and 
its affiliate, Franklin Sugar Refining 
Company, have launched an exten- 
sive newspaper campaign through N. 
W. Ayer & Son. 

The 60-, 80- and 500-line copy 
makes out a strong case for Domino 
and Franklin sugar, hinting at dis- 
astrous failure when unknown brands 
are used for summer preserving and 
jelly making, among other purposes. 

“Cook fruits with sugar that’s 
sure,” said one advertisement in the 
series. “Don’t risk spoiling fruit 
dishes by using inferior sugar. 
Don’t take a chance of failure in your 
preserving. Be sure by using only 
Domino ar is _it's pure cane 
sugar, refined in U. A., kept clean 
by strong cartons Pe cotton bags.” 

Sweetening for summer drinks is 
another suggested sugar use, though 
the exact nature of the drinks is left 
to the resourcefulness of the reader. 
Solubility is emphasized in this con- 
nection, one piece of copy exclaim- 
ing, “What! No spoon? Just watch 
this sugar dissolve.” 

About 200 newspapers are 
used by the American Sugar 
ing Company for Domino in its ter- 
ritory, which is, roughly speaking, 
east of the Rockies, except where 
Franklin is given exclusive distribu- 
tion, due to its entrenchment before 
the companies were united. 

Franklin is using 60 papers in 
Pennsylvania and other markets, 
chiefly along the eastern seaboard. 


-To combat the 
and of 


being 
Refin- 


Leaves Continental 


L. J. Kanitz, Detroit, has resigned 
as general sales manager of the Con- 
tinental Motors Corporation, Muske- 
gon, Mich., after serving the 
for fifteen years. 


FOREIGN SUGARS 


firm | 


AGGRESSIVE COPY 


Put ’em up 
with 


FRANKLIN 


ONE of the most important details in put 
ting up fruits and berries is your choice of 
the right sugar. For sugars differ. Some of 
them are not pure cane sugars. Don't risk 
spoiling your jams, jellies or preserves. Be 
sure of auccess by using only Franklin 
Granulated. It's pure cane sugar. Kept 
clean in strong cartons and cotton bags 


for every cooking, beking. 
end serving need 


FRANKLIN 
Superfine Powdered Franklin Pure Cane Sugars are most 
FRANKLIN effective and most correct for every cook 
Fasmoned Brows 


ing and serving need. Always dependable 
eee > 200 and uniform, they are the finest sugars you 
FRANKLIN Yeu can buy. Ask your grocer for Franklin 


FRANKLIN Dainty Lump: Pure Cane Sugars by name—and you'll 


avoid flavor-failures due to inferior sugars 


“A Franklin Cane Sugar for every use” 
A typical newspaper advertisement 
in the new drive by American and 
Franklin Sugar Refining Com- 
panies. This copy is 168 lines on 
three columns. 


pre Ci ity C lub 


Committeemen Named 


Newly appointed committee chair- 
men of the Advertising Club of Kan 
sas City are: program, Cliff E. Ball, 
Skelly Oil Company; membership, J 
Maurice Hoare, American Asphalt 
Roof Corporation; social, Charles D. 
Greason, Gas Service Company; 

Sports, Howard S. Stark, Holland 
Engraving Company; speakers’ train- 
ing division, Ted S. Mann, Skelly Oil 
Company; reception, Chloe Peterson, 
Business Men’s Assurance Company 


McManus Joins Agency 
Thomas F. McManus, formerly 
| with Ruthrauff & Ryan, New York, 
has joined the art staff of Blackett- 
Sample-Hummert, Inc., Chicago. 


&, 


~ Youcannotreasonably expect — 

to reach all you should of the 
Montreal Market District 

| without using the NEW 


atric 


, 
GT - CANAbaS : 


DYNAMIC FRENCH NEWSPAPER AJ 5s 


72.8% of the population. 


“Use this ticket without delay. pect to sell them—for all but a small percentage read La 
While there is no time limit on it, Patrie only as is shown in a recent careful check of dis- 
you owe it to yourself to find out tributory channels. 
more about the great new Pontiac F 
Stre ig ni 4 ‘ *rese is icke . . . . . 
Pigoni a Phevay Seng = La Patrie Gives to Advertisers a Circulation of 
| The first page of the attached 
| folder pictures the joys of a Pon- 30 000 F h u h ld W © p y 
tiae demonstration in color. The old J rene OSE 0 § on G6 a a 
amily mansion, where the ride be 1 §§,Q00 French Households on Saturdays [2 ‘citer 
gins, is pictured, with the car await- 
jing the pleasure of the motorists. 

From this promising beginning. | Advertisers who study the Montreal FRENCH market 
the artist takes the prospect over | and consider the display opportunity and pulling power 
smooth roads, up through the sur- | of the La Patrie 80-inch page-size, realize the need for 
rounding hills, over a detour which | reaching the readers of La Patrie—families whose standard 


of living is good—whose 
whose means are adequate. 


Let us figure with you or 
| can best serve you. 


ada Permanent Building, 
enson, Representative. 


York City. 


La Patrie reaches an important section of the two million 
people in the Montreal Market District. 


If you do not talk to La Patrie’s readers you cannot ex- 


Write Advertising Manager, La 
Patrie Building, Montreal. 


United States Representatives 
Lorenzen & Thompson, Inc.. 19 W. 
122 S. Michigan Ave., Chicago. 


The French are 


wants are considerable | and 


your agency how La Patrie 


Ontario office, 407 Can- 
Toronto, Harold E. Steph- 


44th St.. New 
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July 7, 1934 


ADVERTISING AGE 


PUBLIC TOLD OF 
LONGSHOREMEN’S 
STRIKE ISSUES 


Seattle Committee States 
Case in Newspapers 


Seattle, Wash., July 5.—In Seattle, 
at least, advertising has been brought 
into play to inform the public of the 
issues involved in the longshore 
strike situation that has so ruinously 
affected Pacific coast shipping since 
early in May. 

When Seattle business leaders 
found negotiations with the strikers 


=— 


another man’s Poison ’ 
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peg free 
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SEATTLE CITIZENS EMERGENCY COMMITTEE 
| 
J 


One of the advertisements in the 

series used to tell "the true story" 

of the longshoremen's strike in 
Seattle. 


fruitless, and city, state and federal 
governments indifferent, according to 
some, they formed the Seattle Citi- 
zens Emergency Committee, with 
Alfred H. Lundin, president of the 
Seattle Chamber of Commerce, as 
chairman. 

Recognizing that strikes cannot be 
fairly settled without public under- 
standing and support, the first move 
of the committee was to let the pub- 
lic know in paid advertising space 
the inside story of the situation and 
especially the seriousness of the 
emergency facing Alaska, which was 
practically cut off from all contact 
with the outside world and was even 
threatened with starvation, as vir- 
tually all Alaskan foodstuffs come in 
by boat from Seattle. 

Also the great salmon fishing in- 
dustry was on the verge of ruin with 
the salmon runs just beginning and 
scores of canneries helpless without 
| crews and supplies. The salmon pack 
of Alaska in 1933 was worth $25,000,- 
00 and most of it is put up in days 
or weeks, 

Stressing this point, the first ad- 
vertisement bore the title, “But sal- 
non don’t wait on strikes.” When 
the longshoremen partially lifted the 
Alaska ban a day or so later on their 
Wn terms the next advertisement 
Was headed “Alaska gets only a 
‘tumb when she cries for a loaf.” 
nen the alleged significance of 
‘le strikers’ “closed shop” demands 
¥a8 set forth in “The real issue— 
‘losed shop—will Seattle stand for 
‘” How industry was being para- 
‘zed was shown under the heading 
When 185 won’t work, 3200 can’t 
‘ork,” explaining conditions in the 
‘dustrial town of Longview. Next 
“me vigorous cartoons illustrating 
‘arlous messages, “Stand up and be 

‘unted for Seattle,” “Vanishing 
ships—a closed shop is a_ closed 

ort.” “Fair or unfair—how do your 
eoods fit in with a closed shop, Mr. 

Shipper?” 

‘The effect of these straightfor- 

Ward m ‘ssages to the public was im- 

“ediate,” said Christy Thomas, gen- 

“al manager of the Chamber of 

“merce, “They completely 

‘atged public sentiment as they re- 

“dled the unreasoning and unyield- 

ng 1, ittitude of the strikers and gave 

“ Dublie a picture of the danger 


that threatened every shipper, every 
manufacturer, every business man, 
every citizen. 

“This advertising laid the founda- 
tion in the public mind for forceful | 
measures when all efforts at concilia- 
tion and compromise were rejected 
by the recalcitrant strikers and their | 
leaders.” 

The cartoons used in the adver- 
tisement series were one of its 
strongest features. They were the 
creations of George Hager. The 
campaign was handled by Strang and 
Prosser, Seattle agency. 


Wilson Leaves Nash | 


James T. Wilson has resigned as 
vice-president of the Nash Motors 
Company, Kenosha, Wis. He will 
continue as a director. 


Maintenance of 
Prices Called 
A Minor Issue 


New York, July 5.—The import- 
ance of maintaining resale prices 
has been exaggerated, in the opinion 
of Ralph F. Breyer, assistant profes- 
sor of commerce and transportation, 
Wharton School of Finance and 
Commerce, University of Pennsyl- 
vania, Philadelphia. 

Professor Breyer is the author of 
“The Marketing Institution,” just 
published by the McGraw-Hill Book 
Company. 

“Does 


price-cutting demoralize 


~——_— -—— 


markets and disorganize the general 
production - marketing - consumption 
mechanism of society, and if so, 
would price maintenance, where it 
can be effectively enforced, cure this 
evil in the limited field of its ef- 
fective application?” asked the pro- 
fessor. 


“There can be no question but that 
price fluctuations of the more drastic 
sort work havoc with our entire pro- 
ducing, distributing and consuming 
processes. And resale price-cutting, 
a species of such fluctuations, has 
contributed noteworthily to this end. 

“But it is only one of a number of 
interrelated factors disrupting the 
smooth working of the economic ma- 
chinery. The dominating cause of 
such fluctuations are those forces 
which shape the recurrent business 


And 


cycles. resale price mainte- 


i/nance can, of itself, even if its ef- 


fective application were universal, 
do little in contending against the 
vast, powerful forces inherent in the 
general business cycle.” 


Nick poe Promoted 


Nick Amos, Jr., for the past four 
years connected with the Omaha 
Bee-News, has been appointed na- 
tional advertising manager to suc 
ceed Herbert E. Riggert, who was 
recently transferred to the New York 
Hearst offices. 


. *. 499 

“Bicyclist’”’ Changes Name 
The New American Motorcyclist 

and Bicyclist, New York, has changed 

its name to American Bicyclist and 

Motorcyclist. 


... but he’d have a tough time restricting her to the kitchen 


and nursery. She has learned the thrill of a good scrap in an 


election campaign or on the tennis court. She knows the deep 


satisfaction that comes with the leisure to engage in the arts, 


social welfare, sports—all the thousand and one new influences 
that have made her life richer, broader. The modern American 


woman is going ahead, not back. 


Neglectful? She knows that 


her mother ever was. And she 


she is a better homemaker than 


knows that this development is 


due to modern methods and intelligent organization. No wonder 


ee ee 


Mr. Hitler 


would not approve... 


young American women are turning more and more to Woman’s 


Home Companion. They like its helpful services that raise the 


efficiency and reduce the drudgery of housekeeping — its under- 


standing that they want to do /ess not more housework. But most 


of all they are grateful for its sympathy with their point of view 


—their ambition to become broader individuals and more valuable 


members of their community, as well as efficient homemakers. 


No, Mr. Hitler would not approve, but American women 


(and the Companion) are that way. And any experienced adver- 


tiser knows that wider interests create greater wants. 


A WOMAN CAN DO MORE THAN MANAGE A HOME—PROVIDED SHE DOES THAT WELL 


Co 


mpanion 


THE CROWELL PUBLISHING COMPANY - 


NEW YORK 
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July 7, 1934 


DENMAN URGES 
SALES SET-UP 
FOR PRINTERS 


Tells Why Agencies Fight "tm 


Shy of Direct Mail 


New York, July 5.—A suggestion 
made by Frank T. Denman of Ken 
yon & Eckhardt, Inc., 
that the commercial printing indus- 
try, which would like to sell its 
product on an advertising basis, form 
an organization to represent it as 


aggressively and constructively as 


the American Newspaper Publishers | 


Association and other publishers’ as- 
sociations represent their interests 
received wholehearted commenda- 
tion from The American Printer, 
which went a step further in giving 
the proposed body the tentative name 
of Direct Mail Institute. 

Mr. Denman, in an analysis of the 
situation in the commercial printing 
industry, stated that advertising 


When prospects can’t find the brand they want 
they usually.take what they can get—they ac- 
cept “something just as good.” 


Make 


Tell them “where to buy it.” Insert your trade 
mark and short text (as illustrated below) in 
classified telephone books wherever your dis- 
tribution warrants. Below this heading your 
authorized representatives—and only authorized 


Tell them to locate Your 


to the effect | 


ADVERTISING AGE 


agencies would like to employ the | spotted, Mr. Denman declared. The |more important place in the advertis- 


services of the industry but are pre- | same amount of planning and writing | ing picture. It should promote recog- 


vented by prevailing circumstances. loften go into a folder, but the agency 


In the meantime, many printers har- | cannot collect that much. 
bor the belief that agencies are de-| “Jqeas, copy, design, if they are 


messages 
papers, 


except through 
magazines and radio, 
Mr. 
to be 


neWS- |but that cost has been buried so long 
\in the 15 per cent commission sys- 
Denman said,|tem that when it comes out 
a very large and |open, we all get the jitters. 
machine; printing of! 


“Advertising,” 
| 
i“has grown 
| complicated 


Function of Organization 


broadsides, catalogs just 
into it. It is a cof) “That is the real reason why agen- 
that doesn t mesh with the rest Of) cies shy away from printing; it is| 
the mechanism.” 


i\the real reason why most of 
printers who try to operate ‘creative’ 
|departments either go broke or fall 
| back on the simple device of glorify- 
ing a dime’s worth of copy with a 
million dollars’ worth of paper and 
presswork.” 

Newspapers and magazines evolved 
a system of selling their 
which provides a margin to pay for 
ideas, design and copy. Printers 
have not done so, he said. News- 
papers, magazines and agencies see 


No Pay jor Ideas 


| This is a matter of concern not 
only to printers but to conscientious 
agencies, Mr. Denmau coucinued. The 
agency realizes that such printed 
matter has a very definite place in 
most advertising plans and that it is 
la tool which it very often would like 
ito use. 

“The agency makes a fair profit on 
general magazine and newspaper ad- 
vertising,” he remarked. “It tries to| themselves as integral parts 
break even on trade paper advertis-| merchandising organization, assum- 
ing. It loses its shirt on every print-|ing responsibility from factory pro- 
ing job that goes through the place.” 

Fifteen per cent commission on a 
Saturday Evening Post page is $1,080 
jand while not every page in that pub- 
|lication has received that amount of 
creative effort, many have, and can be 


Mr. Denman’s recommended print- 
ers’ organization would be designed 
to “educate agencies in the better | 
use of commercial printing and to | 
guide its printer-members into a 


it easy for prospects to find your brand. 


find your brand. 


(EXchange 3-9800) 


the | 


| 
product 


} 
| 
| 


of a} 


duction to ultimate consumption. 


St., Chicago (OF Ficial 9300). 


nition of the importance of the sell- 
ing message and should develop re- 
liable sources of mail lists and other 


liberately opposed to delivering their worth anything, all cost real money, ‘essentials of direct mail. There are 


many such functions which no one 
printer can perform but which a 


in the group of printers collectively can. I 


ithink most agencies would be glad 
‘to work with such an organization.” 


} _———————— 


| Three Accounts for 
Cleveland Agency 


Advertising of Vita Minro 
chemical Laboratories, Inc., Cleve- 
land, using general magazines for 
its mineral tablet health treatments, 
and Reserve Pharmaceutical Com- 
pany, Cleveland, maker of Tricocine 
surgical dressing, has been placed 


| 


with Humphrey, Prentke & Scheel, 
ne. 
This agency has also been ap- 


pointed to direct advertising of the 
National Air Races at Cleveland. 
| Nearly every known medium will be 
used, 


| 
Pushes Two Models 

| Dodge Brothers Corporation is 
using a newspaper campaign to in- 
troduce the Big Dodge Six touring 
sedan, at $730, and the Dodge De 
Luxe touring sedan at $750. There 
are now 12 types of models avail- 


able in the 1934 Dodge line. 


representatives—list their names, addresses and 
telephone numbers. 

Then in your advertising refer prospects to 
these local listings. 


Result: your prospects easily 


Trade Mark Service Manager, American Tel. 


and Tel. Co.; 195 Broadway, New York 


> 311 W. Washington 
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Bio- | 


More Mileage 
Is Shell Tale 
In New Drive 


St. Louis, Mo., July 5—A new sum- 
mer campaign on Super-Shell gaso- 
line designed to keep sales steadily 
climbing during the summer months 
was launched last Friday by Shell 
Petroleum Corporation in the middle 
western states which comprise its 
marketing territory. 

The backbone of the campaign, as 
of the spring campaign which has just 
ended, will consist of large space ad- 
vertisements in newspapers, more 
than 350 of which are on the list 
Copy will tell a “success story,” with 
headlines such as “Everywhere mo 
torists claim one to three miles more 
per gallon,” being backed up by the 
experiences of identified motorists 
whose pictures dominate the space. 

As in past campaigns, outdoor ad- 
vertising, direct mail, radio, station 
decorations, and a variety of point 
of sale merchandising aids will back 
up and reinforce the newspaper ad- 
vertising. 

To convince motorists of the valid- 
ity of the “one to three miles more 
per gallon” claim, station attendants 
are being urged to hand out “mileage 
checks’—a little folder cut into the 
shape of the Shell trademark, in 
which a record of gasoline consump- 
tion and mileage may be kept. 


Russell to Beck 


John S. Russell, for the past four 
years an executive of the Blaker Ad- 
vertising Agency, New York, has 
joined the A. S. Beck Shoe Corpora- 
tion, whose advertising is handled by 
Blaker, as director of window and 
sales promotion. 


Network In Chicago 


The New England Network has 
opened a Chicago office at 203 N., 
Wabash Ave. C. C. Weed, brother of 
Joseph J. Weed, advertising head of 
the network, is in charge. 
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For Advertising Men 


NEW RECREATION 


Here’s a tonic that banishes all 
worry about closing dates, mar- 
ket problems. 

First—a quick dash to your 
home at Standish Hall . . re- 
freshing shower. Then to horse 
. . along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Meadow.) 

Home again for dinner in the 
excellent Standish Hall restau- 
rant. Later, the theatre . . only 
five minutes by subway! 


Reereation & Convenience 
are part of the pleasure of living at 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
forts. Its complete hotel service is 
efficient, yet friendly. 


Apartments 
of 2, 8 or more rooms, conveniently 
arranged. Large closets, smart tiled 
baths. Fully equipped serving pan- 
tries and sunny exposures are 
thoughtful features. Appointments 
up-to-the-minute; rentals down-to 


earth. 

Available today, a few unfurnished 
apartments on lease . . or newly 
furnished if you prefer. See 
for yourself—now! 


Stanbish Hall 


45 WEST 81 5'STREET-NEW YORK 


M. Spark, Manager Arthur? Lee Directi® 
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LATEST STUDY 
Of NEWSPAPERS, 


MARKETS, READY 


Ask $134,000 7 1 Ont; 
Printing Budget Annual Outing 


The code authority for the com-| Of Cleveland 
mercial relief printing industry, | 
Agency Held 
lL to Sept. 30, 1934. mane 


division A-1 under the graphic arts 
The basis of contribution is $3 per | Cleveland, O., July 5.—Suppliers 


code, has submitted a budget of 
$134,750 for the period from March | 
$1,000 on annual mechanical payroll,|@2d publication representatives in 


‘and $6 per $1,000 payroll for Zone|the Cleveland district made the an- 
16, which includes greater New York, nual golf championship tournament 
New York, July 5.—Section A of| Rochland and Winchester counties, |of Fuller & Smith & Ross, Inc., the 


the third volume of ;}occasion for a general field day at 


“Market and| 2nd all of Long Island. 


Newspaper Statistics” has just been | 


| Acacia Country Club on Friday, June 


issued by the American Association | Has Two New Taxes | 29, 


of Advertising Agencies. 

It aims to help space buyers deter- 
mine the size and character of mar- 
kets as indicated by population, fami- 


A turnout of over 150 partici- 

A three per cent sales tax went|pated. The golf session was followed 
into operation in Kentucky July 1, | 
followed on July 2 by the passage of |were awarded 


the Indiana chain store tax act, tax-| : 5 band 
| ing chains on number of stores in a| Symbolical of the Fuller & Smith 


|by a dinner at which numerous prizes | 


Long Island City 


lies, per cent English reading and in- | system, rather than on gross sales. |& Ross 


Presi- 
come tax returns; the cost of reach- | 


championship, the 


ing these markets with newspapers, | 
including comparison between mar- | 
kets; the differential between local | 
and national rates; and the amount | 
of circulation obtained through in- | 
ducements. 

The study was compiled under di- 
rection of the Four A’s committee on 


newspapers, headed by J. J. Hartigan 


dent’s Trophy was awarded by Allen 
L. Billingsley, F. S. R. president, to 
G. R. Hunter. Mr. Hunter’s medal 
score of 86 was tied at 18 holes by 
that of F. S. Murdock, and two addi- 
tional holes were necessary to de- 
cide the match. Mr. Murdock’s net 
score of 86-16-70 took net honors 
among F. S. R. members. 


Lynch, Ziesing Win 


The prize for low gross score 
among non-members of the Fuller & 
Smith & Ross organization went to 
Dwight Lynch of Mansfield, O., whose 
74 gave Acacia’s par a narrow 
squeak. Richard Ziesing of the 
Cleveland office of the Curtis Pub- 
lishing Company took away the prize 
for best net among the visitors with 
a score of 81-16-65. 


Calvin Company 
Takes More Space 


The Calvin Company, Kansas City, 
Mo., commercial film organization, 
has taken larger quarters in the B. 
M. A. Bldg., where a laboratory and 
audition room have been established 
for producing and showing sound 
films. 

The Calvin Company has been re- 
cently appointed an authorized pro- 
cessing station for Agfa Ansco Cor- 
poration. 


Bryan Heads College 

John Stewart Bryan, publisher of 
the Richmond, Va., News Leader, and 
a former president of the American 
Newspaper Publishers Association, 
has been elected president of Wil- 
liam and Mary College, Williams- 
burg, Va. 


of Campbell-Ewald Company, Detroit, 


chairman, and Lester M. Malitz or 
Ruthrauff & Ryan, New York, vice- 
chairman. It is a part of the com- 
mittee’s program for the advance- 
ment of newspaper advertising. 
Section A deals with the 27 cities 
in the U. S. with 100,000 population | 
or over in their A. B. C. city zones, | 
for which audit reports were issued 
for periods ended Sept. 30, 1933. It 


between local and national rates, 
lineage, and an analysis of sections 
of A. B. C. Audit Reports dealing 
with inducements. 

Cities having Audit Reports for 
periods ending Dec. 31, 1933, March 
31, 1934, and June 30, 1934, will be 
included in sections to be issued 
later. 

Copies are available to other than 
A. A. A. A. members at $2.50 each, | 
the approximate production cost. 


beds 1 


Kettlewell Joins WWVA 


John Kettlewell, formerly with the 
Paul Block organization and the 
Chicago Herald & Examiner, has 
been appointed western representa- 
tive of WWVA, Wheeling, W. Va. His 
offices are in the Palmolive Bldg., 
Chicago. 
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The new “big word" in ad- 
vertising, especially in store 
and window display. 


The outstanding "showmen" 


ere Einson-Freeman Dwight James Baum, Architect 


| Name 


DWIGHT JAMES BAUM 

| J. H. THIESEN, Chief Draftsman 

GEORGE P. GUNTHER, Office Manager 

H. P. TRURAN, Construction Superintendent 
MARIO CAMPIOLI, Draftsman 

LouIs SLINGERLAND, Draftsman 


EINSON-FREEMAN CO., INC. 
New York 
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Photostats 


fast! 
RAPID COPY SERVICE! 


mt {Vanderbilt 3-3680 
New ‘York UFor All Branches 


Cleveland: Main 9335 


Chicago {State 6013-4 


NEW YORK CHICAGO 


) State 5980-1 


Wells College Administration Building — Aurora, New York 


Do You Read Architecture? 


contains figures on population, num.- | 
ber of families, English reading per- | 
sons, income tax returns, audited 
newspaper circulation, local rates, | 
national rates, and the differential 4 ‘a é 


lS 


I 
( <ead ets, 


designers, 
their hearts, 


AVUUKAC luce 
ae Te ee 


J Selly... 


not just subscribers, to 


ARCHITECTURE because of its vital, 
vigorous editorial policy. ARCHITECTURE 
is different. First and last architects are 
that 
and ARCHITECTURE 
has chosen to follow this straight-line 
editorial policy to gain the architects’ 
readership—no tangents, no scattered 
shot, but a direct hit to the bull’s-eye. 


Readership-plus of ARCHITECTURE 
is again proven by an actual vote in the 
office of DWIGHT JAMES BAUM, re- 
cent Gold Medallist of the Architectural 


is the motif closest 


League of New York and noted architect. 


| This is the way that the office of Dwicut JAMES BAUM votes: 


Do You Read the Advertising Pages? 


Very carefully Interestedly 
Yes Yes 
Yes Yes 
Occasionally More than anything else 
Yes Yes 
Yes Yes 


BOSTON 


The latest work of Dwight James Baum includes the U. S. Post Office, Flushing, Long Island; Wells College Administration 
Building, Aurora, N. Y.; Athletic Group, Saratoga Springs, N. Y.; and the house of Robert Montgomery, Bronxville, N. Y. 


ARCHITECTURE 


TO KNOW ARCHITECTURE IS TO USE IT...1T 7S DIFFERENT 


CHARLES SCRIBNER’S SONS, Publishers 
CLEVELAND 


PITTSBURGH 
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Submits Budget 


Authority for the periodical pub- | 
lishing and printing industry has ap-| 
plied for approval of its budget, 
which amounts to $54,035. The basis 
of contribution is $10 per year mini- 
mum basic charge for each publica- 
tion, and one-fiftieth of one per cent 
per annum over $100,000 gross In- 
come. 


Asks Cost Schedule 


The mayonnaise code authority has | 
decided that an emergency has arisen 
in that industry caused by destruc- | 
tive price cutting, and has asked for 


approval of a schedule of lowest rea- | 
sonable costs. | 


ATLAS PHOTO COPY C CO. 


THREE LOCATIONS STA. 40 


AUTOMATIC LETTERS 


Any Quantity—Low Rates 


TA N Kf Mail Advertising 


Service 


Send for Free Booklet t “eng Knuckles”’ 
7 Fifth Ave., Pittsburgh ATiantic 1290 


need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


ADVERTISING MEN 


Getting Personal 


The “ad-man” reported married to the beautiful Virginia Davies by 
New York columnists is Jerry Faulkner, Getchell writer. 
leaving soon for a honeymoon in romantic old Mexico. 


They are 
Miss Davies is 


the model whose pulchritude has adorned the copy of big four cigarette 
companies and other national accounts. 
Richard Pratt, Hamburg-American Line advertising executive, has 


gone dirt farmer this season. He 


has remodeled the old stone house 


on his large farm near Frenchtown, Pa., and bought a cow. 


Herb Schaeffer, Liberty representative, 
Lieutenant Commander in the naval air reserves, 


2 > - | 
Sam relies heavily on Herb to keep \gan, advertising manager of the Mills 


week for air maneuvers. Uncle $ 


us safe from aggressors, and is always getting him out of bed to go out 


to find the Akron, or something. 


Murray E. Cohen, a. m., Novocol Chemical Mfg. Company, Brook- 
lyn, has offered his services to New Yorkers interested in holding an 
Call him at Applegate 7-5400. 
Fred H. Barnefuer, A. F. A. field secretary, and Doris Newman, of the 


advertising tennis tournament. 


headquarters staff, will be made one 


is a month’s vacation from the organization. 

Harold Wise, president of True Story, and Everett Rhodes Castle, 
the Cleveland agency man widely known as a featured contributor to 
Liberty and the Saturday Evening Post, met at Wykagil Country Club 
this week to settle their long-standing golf feud. 
second best, and he wasn’t playing customer golf, either. . . 


Everyone at E-W helped Eddie 
anniversary last week. 


assembled from the agency 


tingly observed the sailing § 
ters. 


offices. 


launched. . 


July 4 by inviting a number of them 


buried abovt the 


dagger. 


father. 
Mrs. Rounds issues a confirmation. 


dale College, Hillsdale, Mich., 
address last month... 


C. H. Worcester, president of 


ated in providing the official fine 


and salesmen recently. 


“Turn on The Heat”... 


Menominee, Mich., 


NEW YORK 


OU’'LL have a friendly wel- 

come at the Piccadilly—one 
of New York's newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room . . dance to the rhythmic 
music of the Picadilly Orches- 
tra . . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 
@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
steps from quick transportation 
to every corner of the town. 


HOTEL PICCADILLY 


227 WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 


JESS HSTRIBLING 
AND ASSOCIATES 


ADVERTISING ART 
CENTRAL 1590 
225 N. MICHIGAN AVE, CHICAGO 


Michigan state legislature, and he 


Scotsman to do it... 


Dickson, Prairie Farmer, 


|. Week... 


| Ernest Hoftyzer, advertising director of the Boston Record, is 
| touring England and Holland, accompanied by Mrs. Hoftyzer. . . 
| 


Opens Seattle Office; 


Has Brewery Account 


Ruthrauff & Ryan, Inc., has opened 
a Seattle office in the Northern Life 


| Tower with Charles Perrine’ in 
| charge. 
The agency’s Detroit office has 


been named to handle advertising of 
the Schmidt Brewing Company, De- 
troit. 


Heinz Increases Schedule 


The comic campaign on _ Rice 
Flakes featuring the flying adven- 
| tures of Col. Roscoe Turner has been 
|} increased by the H. J. Heinz Com- 
pany to cover the 60 cities compris- 
ing Heinz’ major market. About 30 
i' newspapers will be added. 


Bill Schaeffer wrote a side-splitting comedy 
based on the wedded life of the Owens, which was enacted by talent 
personnel, 
their energies to publication of a burlesque newspaper. 

After attending to the Owens, the boys and girls at the agency fit- 
Saturday of Larry Weddell and John Win- 
According to the newspaper issued to cover the event, the two 
are going to Europe to popularize the nudists’ cause. 
ever, John, who is a nephew of “Obie” Winters, has been transferred 
to the London copy staff, while Larry will make a tour of European 


S. E. Boney (Ayer) has been receiving congratulations on having 
graduated two children in one month. 
nard and his son graduated from Hobart. 
dent of Einson-Freeman Company, is prominently identified with a new 
movement by business men to discourage all boycotts. 
president of the Jewish Federation of Yonkers, where the idea was 


Edmund Melhado, president of the company by that name which 
distributes Dagger rum and other beverage (elicacies in the U. S., tried 
to keep advertising’s high-spirited boys and girls out of harm’s way 


County Country Club, Eastern Town, N. J. 
grounds received one 


Les Rounds (E-W) was pleasantly surprised to read in Winchell’s 
column this week that he will soon know what it means to become a 
Les says he will do nothing about the layette, however, until 


Richard Lloyd Jones, editor and publisher of the Tulsa Tribune, 
received the honorary degree of Doctor of Humane Letters from Hills- 
where he delivered the commencement 


Patriotic abroad as at home, Herbert Craig, of the Chicago office 
of the Rodney Boone Organization, 
aboard the steamer Washington of the U. S. Lines. 
representative, combining his 19384 and 1935 vacations,.was accom- 
panied by Mrs. Craig on his 30-day jaunt... 


chairman of the committee on painting and sculpture which cooper- 


Progress at the Art Institute in Chicago. . . 

Walker Saussy, New Orleans representative of McCann-Erickson, 
Inc., took his life in his hands at a Memphis meeting of Ford dealers 
The temperature was close to 100 when he dis- 
played a chart with a huge sales thermometer and started to talk on 


W. F. Doyle, advertising manager of the Lloyd Mfg. Company, 
has two other distinctions. 


well-known New York representative, won the spring tournament of 
the Lakewood Golf Club at Windsor, Ont., 


Bernarr Macfadden, president of Macfadden Publications, 
on “Shall We Scrap the American Constitution?” over a WABC-Colum- 
bia network on the Fourth of July from Dansville, N. 
addressed a group of American Legion members. . . 
| M. J. Matusak, head of Mace Agency, Peoria, TI1., 
| Chicago, have been landing the big ones in 
the neighborhood of Snow Islands in upper Michigan during the past 


who is commissioned a_ | 


left hurriedly this 


July 8. One of their wedding gifts 


Harold came off 


Owens celebrate his 15th wedding 


while others of the staff bent 


Actually, how- 


His daughter finished at Bar- 
Morris Ejinson, presi- 


He is also 


to a dagger hunt at the Monmouth 
Finders of the 12 daggers 
bottle of Dagger rum per 


started his European trip July 4 
The newspaper 
the Munising Paper Company, is 


arts exhibition of A Century of 


He is a member of the 
is a daddy again. . . Hil F. Best, 


but he had to beat a 
talked 


Y., where he 


and Charles P. 


Mu ust Cc larif y Sica 


Retail merchants who advertise 
goods on the instalment plan which 
may be bought cheaper for cash 
without stating that there is a dif- 
ference in costs to the buyer, will be 
regarded as violating the “inaccurate 
advertising’ provision of the retail 
code, according to a new ruling. 


Life Savers Accused 


Life Savers, Inec., Port Chester, 
N. Y., is one of a group of companies 
charged with unfair advertising 
practices by the Federal Trade Com- 
mission. The criticism is particu- 
larly directed at the firm’s advertised 


| appeal 


§. A. PULLS IN 


SALES LETTERS, 
MANGAN LEARNS 


Chicago, July 5.—A little feminine 
and sportsmanship make a 


helpful combination in bringing dead 


prospects back to life, James Man- 


Novelty Company, has discovered. 
As the fourth and final follow-up 
on an inquiry for Mills ice cream 
freezers, priced at $1,088, Mr. Man- 
gan uses a “Won’t you write us?” 
letter, designed to indicate whether 
or not the prospect has ceased to be 
such. 

The advertising man varied the 
usual procedure by telling of a ficti- 
tious bet between two fictitious 
stenographers and having one of 
them, “Mary White,” sign the letter. 
It pulled an order. 

The letter read as follows: 

“Two of us girls in the office made 
a bet about you today. Miss Ander- 
son and me. 

“We're two. stenographers who 
work together in the Sales Depart- 
ment. Miss Anderson came across 
your card and said: 

“*Here’s a man we haven't heard a 
single word from ever since he first 
asked about the Whirlwind. I’ll bet 
he’s not interested!” 

“That intrigued me. I take dicta- 
tion from our sales manager, and 
writing all his enthusiastic letters 
about the new Whirlwind Freezer 
has got me ‘sold.’ I send out the let- 
ters, read the replies, see the big 
stacks of orders every morning. I 
couldn’t understand how anyone who 
was interested at the start could fail 
to become MORE interested. So I 
said to Miss Anderson: 

“‘T'll bet you a half a pound of 
Fannie May’s that HE IS INTER- 
ESTED.’ 

“‘He,’ meaning YOU! She took 
me up! We shook hands on the bet. 


word or two from you showing that 
you're still interested in the Whir!- 
wind. Will you do me a favor—and 
help me win that candy? 

“Drop us a line, just to show you're 
still interested in the Whirlwind. 
Tell us if you need more informa- 
tion—if you’ve received all the mat! 
we've sent you—if there’s any spe- 
cial problem our experts can help 
you on. Please write something— 
anything—just a line so I can win 
that bet! 

“Thank you.” 


Fiery French 
Publisher Dies 
in New Orleans 


New Orleans, July 5.—Comie 
Joseph Gabriel de Baroncelli, founder 
of the French newspaper, La Guepe, 
and member of that school which be- 
lieved in sustaining the printed be- 
lief with hot lead or cold steel, died 
here this week at the age of 82. 

A native of France, Comte de Bar- 
oncelli came to New Orleans 40 years 
ago. A few years later, in 1900, he 
founded the French paper, which be- 
came so influential in this last strong- 


hold of the French tradition that it 
eventually absorbed its rival, 
L’Abeille. 


This did not come to pass, how- 
ever until Comte de Baroncelli fought 
what is believed to be New Orleans’ 
last duel under the famous City Park 
oaks. His opponent was Armand 
Capdeville, editor of the opposition 
paper, who took offense at an article 
in La Guepe. The honor of both was 
satisfied without fatalities. 

Comte de Baroncelli retired from 
active business five years ago, when 
he turned his newspapers over to a 
son, E. F. de Baroncelli. 


PhateBnaraseed’ Budget 


The amount of the budget for the 
photo-engraving industry from Jan. 
1 to Dec. 31, 1934, is $62,560, and the 
basis of contribution of members is 
one-fifth of one per cent per annum 
of gross sale value of products sold 


Now my job is to get just a short 


for each establishment. 


ad electros 


fault is ours, in view 


And last, but far from 


in the right spirit by 


PARTRIDGE 


statement that “Life Savers help you 


| lose weight.” 


Very Likely It Is 


OUR FAULT 


... letting you fellows buy 


It comes to our ears that some of you agency 
men and advertisers have acquired the habit 
of buying ad electros a good many miles 
away from 712 Federal Street. 


Quick pickups by truck — versus at least 
two nights by train... Vastly less chance 
for misinterpreted orders . . . Your per- 
sonal supervision of the job if you wish. 


ad electro—typically P.& A. from printing sur- 
face to smooth-shaved block. Yes sir, it’s our 


fault—and we trust you will accept the apology 


COMPANY 


Electrotypes « Nickeltypes « Stereotypes « Matrices 


CHICAGO 


out-of-town 


Surely the 
of such facts as these: 


least, a superior type of 


dialing Harrison 3732. 
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NRA Clarifies 
Rules on Food 
Price Markups 


3.—An 
the 


Washington, D. C., July 
jmportant interpretation of 


wholesale food and grocery code, re-| 


quiring wholesalers who are also re- 
tailers to include a two per cent al- 
jowance for wholesale labor, as well 
as the six per cent allowance for re- 
tail labor, in their minimum sales 
was approved today by the 
NRA. Merchandise purchased direct 
from manufacturers by retail units is 
exempt, however. 

The interpretation says: 

“Pood and grocery products (the 
scale of which is covered by the codes 
ef fair competition for both the 
wholesale food and grocery trade and 
the retail food and grocery trade) 
purchased by a central office of any 
individual or organization, which, 
according to the definition of the 
codes for the wholesale food and 
eyocery trade and the retail food and 
grocery trade, is both a food and 
erocery Wholesaler and a food and 
grocery retailer, for sale at retail, 
must have included in the retail sale 
price two per cent allowance for 
actual wages of wholesale store labor 
as well as six per cent allowance for 
actual wages of retail store labor. 

“This is notwithstanding such mer- 
chandise may be so routed as not to 
pass through any established  pri- 
yately controlled warehouse of the 
individual or organization making 
the retail sale. It is provided, how- 
ever, that as to merchandise pur- 
chased individually by the retail 
units of such individuals or organ- 
izations from the manufacturer and 
delivered directly to such retail units 
it shall not be required that the two 
per cent allowance for actual wages 
of wholesale store labor be included 
in the retail selling price.” 


price Ss, 


Rubber Firm Appoints 

The Sieberling Rubber Company, 
Barberton, O., has appointed Mel- 
drum & Fewsmith, Cleveland, to di- 
rect advertising. 


& Whether you come to New® 
» York regularly or rarely, 
for business or pleasure, © 
' you'll find that the Lincoln, 
. one of Gotham’s largest and 

newest hotels, offers you 
superior accommodations for 

your hotel dollar in NewY ork. 


» @1400 outside rooms, each with 
bath and shower, cabinet radio 
and servidor...p/us all the advan 
tages of a4 starhotel in NewYork. 
© 69 theatres within six blocks. 


We can’t do all the photostat 
work in the world SO 


we just make 
the best of it. 


RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York LFor All Branches 


Cleveland: Main 9335 


Chicago {State 6013-4 


)State 5980-! 


| 


| 
| 
| 
| 
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CODE PROTECTS 
RESALE PRICES 
OF ALL CIGARS 


Container Must Carry Figure 
Set by Maker 


Washington, D. @G., July 5.—A 
“cigar merchandising plan,” under 
which every manufacturer must state 
his retail selling price and trade dis- 
counts, is included in the cigar man- 
ufacturing and retail tobacco trade 
code approved by President Roose- 
velt. Retailers may not sell below 
this price. 

General Johnson made this com- 
ment: 

“This plan was originated by the 
retail dealers, and was proposed by 
them to the wholesalers and cigar 
manufacturers. At the public hear- 
ing on this code it was supported 
by these three groups as well as by 
representatives of tobacco growers. 
It now has the approval of the con- 
sumers advisory board, industrial ad- 
visory board, labor advisory board 
and legal division. 

“It has long been a _ recognized 
custom of the industry for manufac- 
turers to declare intended retail 
prices, and internal revenue taxes on 
cigars are computed on such a basis. 
The plan is based on this custom, 
but free competition between manu- 
facturers, as well as industry’s ree- 
ognition of the imperative need for 
the retention of the five-cent cigar, 
should serve to prevent increase in 
prices. 

“The sale of ‘long shot’ cigars, in- 
duced by excessive discounts to dis- 
tributors, has been an abuse of con- 
sumers which will be remedied by 
the provisions limiting the amount 
of such discounts. This plan will 
permit each manufacturer to make 
the best possible cigar in each price 
class, 


To End Loss Leaders 


“The use of cigars as ‘loss lead- 
ers’ by unrelated business has been 
a severe handicap to those persons 
whose major line of business is in 
tobacco and tobacco products. The 
placing of the retail price on the con- 
tainer of cigars should prevent pass- 
ing down to the wholesaler the bur- 
den caused by such practices, and 
thus protect those who are dependent 
for their livelihood on this trade.” 

Under the code, cigar manufactur- 
ers are required to file the minimum 
sales price at which each brand is 
intended to be sold at retail. Each 
container shall bear this retail price, 

Sales to retailers other than chain 
stores or drop shipments are to be 
at a discount not over 28 per cent. 
Accredited jobbers get an additional 
discount of not more than 14 per 
cent, service jobbers get not more 
than two-thirds as much extra dis- 
count if there is an accredited job- 
ber in the territory, otherwise not 
more than 10 per cent. Drop ship- 
ments to retailers are permitted, 
with the permission of the accred- 
ited jobber, if any, in quantities of 
not less than 2,000 Class A or B 
cigars or 1,000 other classes, at an 
additional discount of 5 per cent. 
Chain stores may receive the same 
discounts as accredited jobbers. A 
cash discount of 2 per cent is per- 
mitted in addition to the other dis- 
counts, 

Price Must Be Maintained 

These discounts do not apply to 
manufacturers selling exclusively to 
the consumer, but other manufac- 
turers are bound by the terms of the 
Dlan affecting retailers when they 
sell to the consumer at retail. “Free 
deals” by manufacturers are pro- 
hibited. 

Sales by jobbers and subjobbers are 
similarly regulated. They, too, must 
record their terms and discounts. 
Those discounts must not amount to 
more than the merchant receives on 
the goods. Jobbers and subjobbers 
are bound by retail terms when sell- 
ing to the consumer. 

Retailers must sell cigars at not 
less than the manufacturer’s indl- 


| 
cated price. Sales in lots of not less 


than 10 (if the cigar sells for more 
than 5 cents) may be allowed 5 per 
cent discount; boxes of 25 or more 
may be sold at 8 per cent off unless 
the manufacturer has set a box price. 
The retailer may not give more than | 
one pad of matches per unit sold, not | 
over five pads per box of 25, nor over 
ten pads per box of 50. 


* sdosstning Age” | 
Moves Eastern Office 


The New York office of ADVERTISING 
AcE has been moved to the 22nd floor 
of the McGraw-Hill Bldg., where 
quarters double the space of the for- | 
mer offices had been leased. The ex- 
pansion is the second in 15 months. 

The telephone number, Bryant 9- 
6432, remains unchanged. 


Aikman With “News” 

Duncan Aikman, newspaper man, 
author and magazine contributor, has 
been named editor of the Los An- 
geles Illustrated Daily News. No 
other changes in the paper’s person- 
nel are contemplated. 


Changes Size 


Yachting has announced a change 
in its mechanical requirements, with 
a new page 8; inches wide by 114 
inches deep, four columns to the 
page. One-third and two-thirds page 


units are no longer available. 


Temperature of 
Smoke Featured 
In Spud Drive 


New York, July 5.—The necessity 
for keeping the temperature of the 
smoke as low as possible is empha- 
sized in a new summer newspaper 
campaign of the Axton-Fisher To- 
bacco Company on Spud cigarettes. 

Small space is used, approximating 
112 lines in newspapers of the prin- 
cipal trading areas of more than 30 
states. No illustration is employed. 
The message is told in fairly brief 
text dealing with how to get the 
greatest pleasure and comfort from 
summer cigarette smoking. 

The campaign is part of the gen- 
eral campaign on Spud cigarettes 
and is in charge of Kenyon & Eck- 
hardt, Inc. Another phase of this 
general program is the poster-like 
magazine copy which employs strik- 
ing pictures as backgrounds, with 
very brief copy. 

Indication of the results of the first 
half year’s advertising is found in 
sales records for the period. In May, 
Spud sales were 50 per cent greater 
than the corresponding month the 
year previous and while June fig- 
ures are not quite ready, executives 


expect the six months’ sales to run 
the largest in the firm's history. 

The newspaper “temperature” 
copy is a continuation of a series 
run last summer which dealt with 
body conditions and, in general, tied 
up with specific cases, such as 
eatarrh. Typical of this year’s series 
is the following: 

“Do cigarettes get you down? If 
cigarettes leave a bad taste ... give 
you tongue-bite and husky-voice.. . 
take this tip. Keep the temperature 
of the smoke as low as _ possible. 
Here’s how: (1) Pull lightly when 
you light up, (2) smoke slowly, (3) 
don’t smoke too far down. But to 
get maximum pleasure and comfort, 
smoke Spud .. . the cigarette that’s 
menthol cooled. Sixteen per cent 
cooler by test.” 


Elizabeth Arden Appoints 


Advertising of Elizabeth Arden, 
New York cosmetic maker, which 
was relinquished last week by 
Blaker Advertising Agency, New 
York, has been placed with Cecil, 
Warwick & Cecil, Inc. 


Opens Chicago Office 


Associated Broadcasting Corpora- 
tion has opened a Chicago office at 
75 E. Wacker Drive, to be managed 
by Loren Hays. The firm has been 
appointed midwest representative of 
WSGN, Birmingham. 
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You can sell this man 


He buys enthusiastically ! 


“ENTHUSIASM is his middle name!” He lives, he works, he plays . . . and he buys .. - 
Whether you are selling sporting goods, automobiles, tires, cigarettes, pipes, 
shoes, shaving equipment, fine liquors or fine beers . 


The above picture symbolizes better than thousands of words why the huge army of sports- 
men reached by HUNTING & FISHING is a most responsive audience and valuable potential 
market for ALL. PRODUCTS USED BY MEN ... because they are ENTHUSIASTIC, 
even in their reading habits. 


HUNTING & FISHING 


“The World’s Largest Sporting Magazine’’—400,000 A. B. C. 
108 Massachusetts Ave., Boston, Mass. 


. . he will buy enthusiastically. 


Over 400,000 of “him” read every issue of HUNTING & FISHING Magazine . 
MEN from all walks of life, with thousands of varying businesses and professions, but with 
the common meeting-ground of their favorite recreation, outdoor sports. 


. - 400,000 
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ADVERTISING AGE 


July 7, 1934 


Classified ‘BONDEDBRANDS’ 
Advertising OF WHISKY MAKE 
reece DEBUT IN EAST 


cents a line (not agate line); mini- | 


mum, $2. 
| 


Name Based on Money- 
; Back Guarantee 


POSITIONS WANTED 
ART DIRECTOR 
and layout man, excellent knowledge 
of color and modern display. Knows | : , : : ; 
typography and production, also di- | New York, July 5.—Featuring the 
rect mail layout and printing. Full | Slogan, “Buy Bonded Brands, the| 
or part time. Box 476, Apverrisrne | Potomac Distilling Corporation, Bal-| 
Acer, Chicago. timore, this week started advertising 


—_—— several brands of whisky and gin on 

PRODUCTION MANAGER which it gives a money back bond, or | 
used to heavy production of widest guarantee, assuring the consumer of) 
variety. Thoroughly familiar with| “absolute purity, unsurpassed qual-| 
all display and printing details, in-| ity” and “complete satisfaction. 
cluding art. Agency and publishing| The several brands of the company | 
experience. Box 477, ApvERTisine | @re covered, in the newspaper adver- | 
Acer, Chicago tising, as a group known as “Bonded 


= — Brands.’ The money-back bond is in 

Printing Plant Sales Executive label form attached to the back of 
Proven producer of printing busi-| each bottle. 

ness desires association with pro- 
gressive organization to introduce an 
up-to-the-minute program that will 
command results in today’s market. 
Well qualified and experienced in en- 
tire range of printing. Sales Execu- 
tive, Room 701, 43 E. Ohio Street, 
Chicago. 


Before employing the Bonded 
Brands idea, on behalf of the adver- 
tiser, Herman Schwarz of the Peck | 
Advertising Agency, which is in | 
charge of the account, went to) 
Washington, where he submitted the | 
proposed bond to the federal alco-- 
holic control board, which approved 
its use on the back of the bottle, | 


COPY CHIEF or asst., extensive 


, hingeing their decision on the en-| 
contacts and copy in ‘many indus- forceability and negotiability of the | 
trial and commercial fields; media, 


money-back statement. 
Within the scope of the family 
brand name are the following Poto- 


dir. mail, catalogs, farm letters; 
univ. grad. in 30’s; now making fair 


freelance living, but tired of scat-|mac products: Potomac Club and | 
tering energies. Box 478, ADVERTIS-| Rockingham Park, ryes; Potomac | 
inc AcE, New York. Club and Rockingham Park, bour-| 


bons; Old Viscount and Silver Fox, | 
gins; and Laurel Park, blended} 
whisky. | 
Instead of placing the inspection | 


Carl Fowler Die 
Carl Fowler, executive vice-presi- 
dent of Wilson & Co., Chicago meat F : : 
packers, died Saturday, June 30 at| Window on the front of the carton in| 


his home in Park Ridge, Ill. Mr.|the customary’ fashion, Bonded 
Fowler was 70 years old. Brands packages have it on the back 


| 
| 


| 
| 
| 


BUSINESS is here 


FOR THOSE WHO WANT IT 


One large company reports six months 
earnings of $1,521,745. 
payroll jump of 90%. Four largest rubber 


Another shows 


companies show a payroll more than 
double that of same period last year (first 
6 mos. 1934). 


These reports show money 
available for those who advertise in 
this market. Here then is your prof- 
itable market—reached economically 
through 


* AKRON 
BEACON JOURNAL 


MEMBER A. B. C.—A.N. P. A. 
Major Market Newspaper, Inc. 


more 


| 
| 


| 
| 


Represented by Story, Brooks & Finley 


| present, the initial 


| the clock face mark the quarter-hour 


;ner of a miniature switchboard. 


| brings in the desired programs at the 


| tention. 


where the consumer may view the |S ° 
bond label and the contents of the TAX ON INCOME | tart Drive on 
bottle. The company thus stands 


back of every bottle sold with an 
offer to refund the purchase price if 
the goods is not entirely satisfactory 
from the standpoint of quality and 


OF NEWSPAPERS 


purity. 
Dealers in the metropolitan New) 
York area where the products and 


the advertising were introduced this 
week were pleased with the program. 
A few questioned the term but were 
satisfied that the wording of the bond | tion-controlled house and senate and 
on the bottle and its presentation in| receive the signature of Governor 
general left no doubt as to the mean-| Allen. 
ing, according to H. H. Klein, mem-| Whether the measure will stand 
ber of the board of the United Dis-|}up in the courts, however, is an- 
tillers of Canada and president of | other question. The bill, the natural 
the Potomac Distilling Corporation. | child of the Kingfish, is admittedly 

The company calls special atten-|qa weapon of revenge. Long feels 
tion to the fact that it uses full per-|that he owes something to the four 
centage of straight whisky in its|/ newspapers of New Orleans and the 
blends and does not fill in with high|two of Shreveport, and the advertis- 
percentages of spirits mixed with) ing tax is his idea of the appropriate 
low percentages of aged whiskies, aS; way to discharge this debt. 
is allegedly the case with some| Senator Long, on the other hand, 
brands now on the market. Blend | wishes to remain in the good graces 
percentages are also clearly indi-|of the smaller newspapers of the 
cated on the bottle, some of these| state, hence the proviso that the tax 
selling for as low as $1.35 (20 per/applies only to those with a min- 
cent) and $1.60 (25 per cent) a pint. ‘imum circulation of 20,000. It is 
generally thought, however, that the 
/courts will throw out a law contain- 

Potomac Distilling Corporation WaS | ing such discriminatory provisions. 
formed since repeal, but is fifty per In discussing his measure this 
cent owned by the United Distillers | wee, Long adopted his usual policy 
of Canada, one of the five largest of picturesque exaggeration, 
distilleries above the border. 

The zone by zone plan of develop- | 
ing markets will be pursued. At 
effort 


(Continued from Page 1) 


Open Markets by Zones 


Senator’s Diatribe 


“The newspapers are the charmed 
is one Of/free bull of this country,” said he. 


concentration on the New York met-|“They don’t pay any tax on any- | 
The government carries them 


ropolitan area, with copy running in| thing. 
several papers, including some with | through the mails at a big loss. 
New Jersey and upstate circulations.| “They have newsprint on the free 
Expansion will move upstate and ul- | list and they don’t keep enough on 
timately westward to include the) hand so we can tax them. They are 
middle west. Insertions run from 180 the only outfits that pay no licenses. 
to 740 lines. ‘It they call a man a thief and he 
Initial advertising simulated the|comes around to get it corrected 
face of a bond. In answer to the| they say that this correction is po- 
question, “How can I be sure of good litical advertising and charge him a 
liquor at reasonable prices?” it ad-| special rate to print his side of the 
vised “buy bonded brands.” Contin-! jgsue in controversy. 
uing, it said: | “I believe in freedom of speech, 
“When you buy bonded brands, you) but it’s got to be truthful speech and 
are assured absolute purity, unsur-)||ying newspapers should have to pay 
passed quality — complete satisfac-|for their lying. I’m going to help 
tion. The contents of every bottle of | these newspapers by hitting them in 
bonded brands is guaranteed by the|the pocketbook; maybe then they'll 
money-back bond of Bonded Brands, | try to clean up.” 
Inc. Look for this bond on the back, The genator’s audience 


. | gathered 
of every bottle. \from this that as soon 


as a news- 
eae | Paper's circulation reaches 20,000, it 
R b R di | automatically ceases to believe in 
O ot a 10 | truth, 

| The debate over the measure was 
Developed by enlivened by a passage of arms be- 
tween the Kingfish and 


Atwater Kent _Brodtmann, young state senator from 
Ni Doe ace |New Orleans. Brodtman made a 
|swing for Huey’s jaw, but Joe Mes- 
Atlantic City, N. J., July 5.—With | sina, omnipresent bodyguard of Long, 
a new automatic radio as its stand-| parried the blow. 
ard bearer, the Atwater Kent Manu- | 


facturing Company, of Philadelphia, 
will resume advertising on the scale 
which made it famous a few years 
back. 

The new robot radio and the com- 
pany’s promotion plans were ex- T, E t : 
plained by A. Atwater Kent, presi- ime x enston 
dent of the organization, to a con- Sa 
vention of distributors at the Hotel 
Ambassador this week. 

The radio around which most of 
the Atwater Kent advertising will re- 
volve looks much like any other | sought by the United Typothetae of 
large _all-wave set, except that an | America, national code authority for 
electric clock is set into the front |}the commercial relief printing in- 
panel. A series of small holes around dustry, it was revealed here follow- 

|ing a recent meeting of the code au- 
periods. Into these apertures are | thority, 
plugged cords, much after the man- | : 


Seek Printing 
Price Schedule 


Washington, D. C., July 5.—Exten- 


|}use of the Price Determination 


The Price Determination Schedule, 


The owner of the radio looks over 
the day’s programs in his newspaper, 
decides which he wants, and plugs 
the cords to suit. The receiver then 


VERTISING AGE, Was approved by the 
NRA for use in setting charges on 
commercial relief printing orders of 
less than $500, with approval of its 
use being given for a period of 90 
days from May 4. 

Other action taken at the meeting 
P included appointment of a committee 

Shoe Chain Appoints | to give further study to the National 
Atherton & Currier, Inc., has been | Economic Hourly Cost Rates and 
/named to place advertising of White-| Production Standards, with particu- 


appointed hour, without further at- 


|}house & Hardy, Inc., New York, |lar reference to formulation of prin- | 
operating a chain of men’s shoe| ciples of budgeting which can be used 
stores. 


t Newspapers will be the prin- | in establishing such rates. 
cipal medium used. } 


“Quincy News” Appoints Broadcast “Revels” 


Burke, Kuipers & Mahoney, Inc.,| Starting July 5 at 8:30, the Pure 
has been named national representa-| Oil Revels will be broadcast every 
tive of the Quincy, Mass., News, ef-| Thursday night over WSM. Nash- 
fective immediately. | ville. 


Radically New 
Royal Machine 


(Continued from Page 1) 


Edward | 


sion of the 90-day time limit for the | 


Schedule for pricing printing will be | 


discussed in a recent article in Ap- 


non-glare keys and by eliminating 
mechanical distractions. 

These selling arguments are illus. 
| trated by small photographs showing 
|parts of the machine. In some Cases 
these pictures are put together in fu. 
turistic patterns. 


Replacement Market Good 


In production of the instruction 
book, the company departed from the 
usual dry, rule-book style with its 
practical but unattractive drawings. 
Instead, the story of the care and 
maintenance of the machine is told 
in attractive narrative. Clear photo- 
graphs are used plentifully and many 
of these are bled off the page. 

The company, in launching the 
new Royal, finds that a large replace- 
ment market is opening up because 
of the heavy demands being placed 
on obsolete equipment. Royal sales 
have shown a continual rise since the 
first of the year. Company officials 
regard this as a good indication of 
better business conditions in all sec- 
tions of the country and with the 
new model, they expect to set all- 
time records before the end of the 
year. 


Hixon-O’ Donnell Starts 


R. M. Hixon and J. E. O’Donnell, 
who resigned last week from the firm 
of Hixon-O’Donnell-Seymour, have 
opened their own agency, to be 
known as Hixon-O’Donnell, Inc., at 
444 Subway Terminal Bldg., Los 
Angeles. 


Blackmore Named 


John C. Blackmore, formerly ad- 
| vertising manager of the Syracuse, 
N. Y., Herald, and more recently 
with the Minneapolis Journal, has 
been appointed national advertising 
manager of the Omaha World-Her- 
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| Request a copy of the [0th issue of the 
| First Business Paper of Whiskies, Wines 
\and Kindred Products. SPIRITS, 220 East 
42nd Street, New York. 


irits 


When your outfit 


solicits an account 
it’s on the basis that 
you'll do a better job. 
isn’t it? 


That’s OUR story, too. 


PHOTOSTATS 


RAPID COPY SERVICE 


Vanderbilt 3-3680 
For All Branches 
Cleveland: Main 9335 


New York 
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Chicago 
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LAYOUT FOR ART DIRECTORS’ FORUM BY 


& HUTCHINGS, INC. 


PHOTO-ENGRAVERS * 717 S. WELLS ST., CHICAGO 
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ADVERTISING AGE 


July 7, 1934 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


A FAVORED SPOT AT THE WORLD'S FAIR 


This beautiful formal garden, a part of the "Good Housekeeping" 
display at A Century of Progress, is attracting the favorable atten- 
tion of thousands at the Chicago exposition. 


PUZZLE CONTEST FOR MALTED MILK 


912,500.00 IN CASH 


$12,500 IN PRIZES IN THOMPSON’S PUZZLE CONTEST! 


\VE GOT )(ES-BUT | Was)(\ 0oNT KNOW vy all 
MINE DONE (|WHEN IVE HAD “ TT i 
paovy/ 9%, FIRST!) i i = ma one . 
‘ "g & * \ =] BOY. WHAT = ~ 
la 


¢: A PRIZE! as 
RA i «; mies 
- b y , 
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And—you may win enough to buy a new 
car—a radio—or to take that trip you've 
been planning! 


Get one of these famous "14-15" Puzztes 
today! They're all the rage —the suc 
cessor to the jig saw puzzle creze. Scores 
of purzies and combinations bo be worked 
with one outfit! 


Fascinating fun for the whole family! Old 
and young alike find many knotty and inter 
esting problemsin the famous "14-15" Puzzle t 


EXACTLY 201 CASH PRIZES! 


be Rae nom 


HOW TO ENTER 
THE THOMPSON PUZZLE CONTEST 
@ Get started competing for these big cash 
prizes! Go to your druggist or grocer’s—today 
—and buy a can of Thompson's Chocolate 


Exactly 201 CashPrizes 

# ... for children and 

adults! First prize, 

$2,500. Other prizes ¥! 

A 4 $500, $250, down to g : 
a many $5.00 prizes! 


Malted Milk. With thie can, your dealer will 
give you your "14-15" Puzzle —complete rules 
of the contest—and your 
entry blank. Don’t miss 
this chance to win big 
money... see your dealer 
-- now! 


Four-column newspaper copy for Thompson's malted milk which 
announces a new prize contest. 


TELLS OUTDOOR ADVERTISING STORY 


View of the unusually attractive display of Federal Electric Company 

at A Century of Progress, Chicago. At the left a model of the new 

Chevrolet spectacular, the largest in the world, may be seen. On the 

wall at the right are faithful miniatures of a dozen Federal installa- 
tions on Chicago's "'skyline of signs." 


The Sinclair Refining Company's poster for July is the company's contribution to observance of the fiftieth 
anniversary of the unveiling of the Statue of Liberty. 


HEINZ DISPLAY STAND 


STATUE OF LIBERTY 


Equally useful as a floor or window 
display, this three-color Heinz 
stand was designed and produced 


by Hinde & Dauch Paper Com- 
pany. 


CATCHES THE EYE 


ri 
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THAN ANY OTHER 


“4 Rose 


PREMIUM-QUALITY O1L 


ie he : 4 

| —- - SSSR esse: 
THE STANDARD O1L COMPANY OF OHIO. » 4 
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Four-column newspaper advertise- 

ment for Standard Oil Company 

of Ohio which tells its story in un- 
usual fashion. 


~~ 


OUTDOOR ADVERTISING TIES IN WITH FAMOUS STATUE'S BIRTHDAY 


E GALLON 


COULD LIFT THE 


SEE THE 
SINCLAIR DEALER ‘N 
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MUSICAL THEME FOR COFFEE 


Larghetto ’ ge SFR — —. 4 
a on oe kee él 
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Martinson's is a great coffee, the Brahms and Beethoven of coffee 
Pcie ‘ 


the Eroica and Meistersinger of coffee, the Caruso and Kreisler of coffee 
eee —_ 

+t _{ = 

oS = Sa 


Naturally, it costs a bit 


Freel 
timel 


Absolutely 
ad this offer ot any 
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The above advertisement prepared by Albert Frank-Guenther Law, | 
Inc.. New York, for Jos. Martinson, Inc., tells its own story of an/ 
unusual appeal to music lovers which features a new concert program — 

campaign for Martinson's coffee. 


me SU) 


steg 


be 

beir 
tion 
poit 
B futy 


I 


ihe sion 
° wer 


oan eee 
a 5 


PCaus 


me Wari 
mm rec 


Pdray 
at h 


Atlantic Fleets of the Cunard Line and the White Stor Line 
"Vesbemateanbesnathehoonin’ iia ardnesas 
business of the merged Reets will be handled in the United Stotes 
by the new merger compony, Cunard White Star Limited, at the 
present offices of the Cunard Line, 346 North Michigan Avenve, 
, ee 
New York, Atlonta, Los Angeles, Philadelphia, Son Francisco, 
Detroit, New Orleons, Portland, Me., Seattle, Washington, D. C 
Your Local Travel Agent is ready te serve you. 
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THE STORY OF A FLEET THAT IS THE STORY F 
. OF AN EMP RE : spam rs eeti 
Full page newspaper advertisements in the country's leading markets, 
perhaps the first full page steamship copy ever used in newspaper has 
this week told of the merger of the Cunard and White Star Lines BP! » 
Frank Presbrey Company, New York, is the agency. (Story on Page 2) 
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York, July 5.—Always a con- 
advertiser, the American 
Locomotive Company is now waging 
an aggressive campaign, entailing 
somewhat greater expenditure than 
heretofore, with two main objectives, 
one being a denial with Twainian 
emphasis of the death of the steam 
locomotive, and the other the neces- 
sity facing railroads of purchasing 
new motive power to meet the 
changed conditions of traffic. 

Within the last 10 years, the na- 
ture of locomotive advertising has 
changed decidedly, according to H. J. 
Downes, advertising manager of the 
company. It must now do a definite 
> selling job. Before, it was largely a 
> matter of keeping the name before 
) heads of railroad companies. 

In particular during the past year, 
) Mr. Downes said, the appearance of 
extremely light-weight trains made 
by firms outside the industry, the ex- 
perimentation with streamline de- 
signs and repeated press reports 
which were tantamount to obituaries 
of the steam locomotive demanded 
strong action of the locomotive build- 


ers 


Gives Figure and Facts 


; The current series of the American 
a Locomotive Company started several 
‘ months ago. Advertisements, with 
striking illustration of what the 
steam locomotive of the future may 
be, are appearing. More money is 
spent on color and _ illustra- 
Text reads more forcefully, 
the way to a 
pluture by figures and facts. 
The only medium used is 
pircay Ave. Right through the depres- 
4 i} ) sion, even when the locomotive works 
B were practically at a standstill, the 
B idvertising had been continued, not 
sMissing an issue. Occasionally 
‘spreads were used. The company 
» Was the first to use a bleed color 
)Spread in this medium as one of the 
insertions in the current campaign. 
j Officials of the American Locomo- 
pUve Company are willing to concede 


being 
tions 
pointing 


3 


g that the trend is toward lighter 
i trains and also that locomotives they 
mere built heretofore have been 
peavier and heavier. This was _ be- 


a Cause 


¢ Ward 
‘ ered 
Bdraw | 
: at hig 


railroad officials “leaned back- 
on behalf of safety and ord- 
locomotives heavy enough to 
ng strings of 85-ton Pullmans 
maintained speeds. 


Still Believes in Steam 
Wheher the new experimental 
‘tains such as the Zephyr, total 
eit of which about equals that of 
’ Pullman ear, are too light is a 
vest American Locomotive engi- 
elieve firmly that steam will 
the most economical service 
ads, especially if weights are 

to about midway between 
extremes. Inquiries about 
‘omotives to meet these 
conditions are solicited ener- 

in the current advertising. 
ig the series was a page ad. 
“TUsement entitled, “We Go on 
It pointed out that steam 
* Temained the dominating form 
mot power for over 100 years, 
ontinued on Page 12) 
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Industrial advertisers who attended the A. F. A. meeting in New York 
last month heard these men before the conference sponsored by the 
Associated Business Papers, Inc., and the Technical Publicity Association. 
Left to right: William L. Rickard, president, Rickard and Co., Inc., New 
York; Lionel D. Edie, economist; Lewis H. Brown, president, Johns-Man- 
ville, Inc., New York; and Col. Willard T. Chevalier, vice-president, 


McGraw-Hill Publishin 


g Company, New York. 


FORESEE LARGE 
ATTENDANCE AT 
N. 1 AL AL MEET 


Sept. 20-22 Set for Nat- 
ional Conference 


Chicago, July 2.—Howard F. Bar- 
rows, president National Industrial 
Advertisers Association, today offi- 
cially announced the dates for the 
annual conference at Cincinnati as 
September 20, 21 and 22. 


Cincinnati, O., July 6.—Plans for 
the 12th annual conference of the 
National Industrial Advertisers As- 
sociation to be held here Sept. 20-22 
are advancing rapidly under the di- 
rection of committees appointed by 
William E. McFee, president of the 
Cincinnati Association of Industrial 
Marketers, local chapter of the as- 


sociation. 

According to Mr. McFee, who is 
heading up the formation of the 
plans for the gathering, there is 


every indication that the 1934 meet- 
ing will have a large attendance and 
will set a new standard as an in- 
tensive interchange of ideas for pro- 
gressive industrial advertising. 

The theme chosen for the confer- 
ence is “Making the Most of Recon- 
struction Opportunities.” 

Dovetailing the program is in gen- 
eral charge of Gregory H. Starbuck, 


industrial advertising manager, Gen- | Henry 


eral Electric Company, Schenectady, 
N.. ¥. 


Other committees now busy on the | Works, 


details of the arrangements are: 


McFee Heads Promotion 


Promotion: 


McFee, American Rolling Mill Com: | 
pany, Middletown, O.; vice-chairman, 


Kenneth Hunt, Champion Coated 
Paper Company, Hamilton, O.; 


Chairman, William E. | 


ae 


| wult, Kirk & Blum; Fred G. Ber- 
|ling, Lunkenheimer Company; H. K. 
‘Kenyon, American Rolling Mill 
| Company, Middletown, O. 

American Rolling Mill 
Middletown, O.; 
Charles M. Reesey, Cincinnati Mill- 
ing Machine and Cincinnati Grind- 
/ers, Ine.; Oscar Bigler, Baer & Big- 
j}ler Company; Walter R. Mason, The 
Bohnett & Co.; Walter Spindler, 
Armco Culvert Manufacturers Asso- 
| ciation, Middletown, O.; Royal Ryan, 
| ex-officio, Netherland Plaza. 

| Entertainment: Chairman, Alex 
| Thomson, Jr., Champion Coated Pa- 
per Company, Hamilton, O.; Nelson 
| Blair, Eagle-Picher Lead Company; 
| John M. Krings, Modern Machine 
| Shop; Colter Rule, Champion Coated 
| Paper Company, Hamilton, O.; Wal- 
ter R. Mason. 


| Registration: 


Company, 


Chairman, Allan E. 
| Beach, Littleford Bros.; Al Bick- 
naver, The Bohnett & Co.; Royal 
Ryan, Netherland Plaza. 

Transportation: Chairman, C. W. 
Riefkin, Newport Rolling Mill Com- 
pany, Newport, Ky.; William Heilig 
Powell Valve Company; S. C. Baer, 
Baer & Bigler Company. 

Publicity: Chairman, Kenneth Ma- 
gers, Union Gas & Electric Company; 
vice-chairman, George E. Winter, 
Winter & Winter; E. J. Keck, Day- 
|'ton Linotyping Company, Dayton, O.; 
'Howard Campbell, Modern Machine 
|\Shop; W. D. Shannon, Allis-Chal- 
'mers Mfg. Company, Cincinnati. 


Approve Code Authority 
_ for Machine Tool Industry 


The code authority for the machine 
tool and forging machinery indus- 
try has been approved as follows: 
Buker, Browne and Sharp 
| Manufacturing Company, Providence, 
|R. I.; James E. Gleason, Gleason 
Rochester, N. Y.; H. M. 
Lucas, Lucas Machine Tool Company, 
Cleveland; R. M. Gaylord, Ingersoll 
Milling Machine Company, Rockford, 
‘Ill; August H. Teuchter, Rockford 
| Radial Drill Company, Cincinnati; 
Wendell W. Whipp, Monarch Machine 
Tool Company, Sydney, O., and H. M. 
Lind, National Machine Tool Build- 
ers Association, Cleveland. 


| Exhibits: Chairman, H. V. Mercer, | 


~. Vital Element of 


Sincerity Missing 
From Current Copy 


New York, July 5.—Industrial ad- 
| vertising has wandered as far from 
the straight line to sales as has gen- 
eral advertising, William L. Rickard, 
president of Rickard & Co., New 
York agency, told the industrial ad- 
vertising conference held here dur- 
‘ing the convention of the Advertis- 
‘ing Federation of America. 
| Mr. Rickard cited numerous exam- 
| ples to prove his point that boastful- 
'ness is one of the salient traits of 
‘current industrial advertising. He 
had not far to go for the evidence, 
as he culled six examples from a sin- 
gle issue of a machinery paper. All 
| six advertisers are competing for 
| the same business. Here are ex- 
| cerpts from their appeals for orders: 


Assertions Bear Similarity 

“Precision gadgets for every load 
and speed. Distinguished record for 
/over 20 years.” 

“Our product is built with the pre- 
'cision of a fine watch. We hold an 
‘outstanding position in the indus- 
i, 

“Our machine is exactly suited to 
;your needs. We have a nation-wide 
|\demand which extends into every 
| line.” 

“Our experience is unsurpassed by 
‘any other manufacturer in the field.” 
“Our machine performs with pre- 
‘cision. Endorsed by leading manu- 


vice-chairman, | 


‘Seennved Leads 
To New Business 
During Bad Years 


| Pawtucket, R. I, July 5.—Under- 
|/taken in 1930 as a depression activ- 
ity, research work by the H & B 
'American Machine Company, textile 
machinery builder, has doubled sales 
over what it is estimated they would 
| have been had it not done this work. 

As a result of the activity, machin- 
{ery improvements to step up opera- 
ition of used machinery were mar- 
| keted to the trade through a cam- 
paign in American Wool and Cotton 
| Reporter, Cotton, Fibre and Fabric, 
Textile American, Textile Bulletin, 


»}and Textile World. 


“While we have always maintained 
research and experimental work to 
improve our products,” explained 
| William McL. Fraser, assistant to the 
/general manager, “we seized upon 
| this oportunity to enlarge these ac- 
tivities and to specialize, in view of 
ithe times, in providing accessories 
and machinery units which would 
improve textile operations. In other 
words, instead of concentrating to 
sell complete new machinery to mills, 
we sought to offer improved units by 
|which mills could turn out better 
| products and make their present 
equipment more efficient. Thus, we 
aimed to give these customers an 
advantage over their competitors.” 

Through the research department, 
several improvments were thus ef- 
|fected and marketed, one of these 
being the H & B four-roller long draft 
system, an improvement by which 
the manufacturer can make cheaper 
and equally as good or better yarn. 
Another, the H & B one-process 
picker has given over 99 per cent 
productive efficiency under actual 
|mill operation. 


facturers and users everywhere.” 

“With our machine, maintenance 
is reduced to zero.” 

“You may not call any of these 
statements high-pressure selling.” 
commented Mr. Rickard, “but you 
will agree that self-glorification and 
exaggerated claims are rather con- 
spicuous in this particular group of 
advertisements.” 


Sincerity Chief Need 


Mr. Rickard measured these adver- 
tisements against the standard ex- 
pressed in this statement: 


“What advertising needs today. 
and always will need, is sincerity 
rather than smartness, intelligence 
rather than inspiration, logic rather 
than ballyhoo, facts rather than 
boasts.” 


Sincerity, above all other essen- 
tials, is requisite, Mr. Rickard as- 
serted. He asked his audience 
whether the statements he had read 
impressed them as being the sincere 
convictions of the copy men who 
wrote them. 


“Perhaps some of you have read 
that splendid book, ‘Masters of Ad- 
vertising Copy,’ published nine or 
ten years ago,” he continued. “I re- 
read it recently and was impressed 
by the fact that almost all of the 26 
contributors stressed sincerity as a 
fundamental of good advertising. If 
sincerity is so essential an elemem 
in advertising addressed to the gen- 
eral field, how much more essentia) 
is it for that addressed to industria) 
buyers. 

“The value of accuracy and sin- 
cerity in advertising is not a new 
discovery. John Wanamaker, for 
one, discovered its potency some 60 
years ago. A few years ago Gillette 
Safety Razor re-discovered it, and 
created a sensation with advertis- 
ing which told the whole truth about 
Gillette blades. Later a New York 
department store announced that 
hereafter nothing but the exact 
truth would appear in its advertis- 
ing. Recently there was a short 
story in the Saturday Evening Post 
telling of the wonderful returns 
which were received from an adver- 
tisement, written by a ‘green’ young 
assistant, which frankly told the 
truth about the merchandise adver- 
tised. 

Severe Test for Copy 


“An excellent way to find out 
whether your advertisement strikes 
a genuine note of sincerity is to read 
it aloud to yourself, or, better still, 
have someone read it to you. Then 
decide whether or not you would be 
willing to read it aloud to an audi- 
ence of 10, 50, or 100,000 business 
men. If not, it probably is insincere. 
or perhaps even foolish. 

“So I say that not only under pres- 
ent business conditions, but under 
all business conditions, you should 
test your advertising to make sure 
of its sincerity.” 

In Mr. Rickard’s opinion another 
essential of good advertising is sim- 
plicity—simplicity of text, of layout, 
of illustration. 

“You cannot expect your audience 
to unscramble a jumble of type and 
illustrations, to analyze text matter 
that is foggy and involved, in order 
to discover what you are driving at,” 

(Continued on Page 11) 


Se an er a ewe Yh RE, te te ee ee i — = = a, Da qe 
a oe b = ¥ BEY a Sar Bs ene Sed - . Se Pe PRC ee ae ge aa ~~ ss i ~~ 3. 
ee mi be igs f Re ree a tia ro Fras: tes ‘ we EO IS ees ee - a | ie ae Gene meee!” es ae ne ee acre, a ey ec ee er im mee eae a eo. Tee * A>. Ie ey F 
et , + : : 1% + 7 os - — van : 5 ‘ 2 Rr 2 2 eee > Bi ae a ‘ - : : ek ik | he ee me ae es Ls nS 
= Ne \ j ante i . , * 4 / *. eh Aas ont’ 
; . Ged Seta 5 
at a 
s e aie G7 
ate 
— on pea Pa 
= 4 . 
) ae Rs 
ote ea aeA ¢ 
Se 
Bie 
A eee 
av 
eae 
eee: © . 
~ sae. 
ae 
2 
‘ ee 
\ oo * 
— Cee ee nn erences SSS R 
es a a 
4 a ‘ é 
+. a 
i 
j / 
ar Tes hee: 
oo ie one 
Reid 2 
; ae 
F at 
ee ks ‘= 
~aedly : x F . be 3 
— ri Te ae. P i re) “ ett » 3 ee . 
_ : q 4 F — m5 Pet = ; Seen | 
oat * | 4 % 3) vr : oo 
ieth . es Rages -¥ 5. ‘ ma * it 2 ‘ a aa? aa oS 
ot ——_—_ + ¢ . fetieaset GP Re | a P ae 5 x 7 é ee Pee Le 
st TF tea ee ae ml ae ey" “to ere . ee aaa 
ee ea eee ee ee a ; ; Deke ret Al woe ic ae + ai aint 
’ * ae a9 o. e = ae ss ts . i. a SOMERS 3 es era 
= et ae oe BS. ee ial ee 3 i eis. ee ees Re * (a a r 
: 7s ; a ° ic an Ee er pial at ie, 
j eed 2s ie ss “ pike a “ “a 5 ; ey Les ¥ ees. 4 Ore ah Fon 
f GER rere. | na, , ot} om’ { ~ ea 2 ie Gr eee 
se ge oo ' a wy Do RRs Se Bh aaa’ 
Se ee = Ps Rye = ee SP . : Poe Sige, . : 
4) | ; es Be 2 Bn + aa ,  . =e . % Ut aa a * os ae 
—_—. Be ; ‘ ae iy, ee. Se BS | aa fae ee 
| x a 4 2 in ee ae we. 3 we ag Me a : 
& — eee 2: ae 3 4 ba . A im eS — 3 j 
Y fe ie : e . TE a ee & SF gree sal ae ee hr 
; a * 4 o F ok ieee er ( st . “= Fs lee ee 3 % eS 
™ ee oes Sete Pare Oo a pea? ‘+ a | “Se eee ! 2 ei 
eC } Be yee oes rx ca MBN oe Vw. we Bk ‘ae > en ~~ Ee Ss 
| oe “s Si 3 ~ ra ‘ ‘ te tae 
. ne Ys im ; “' : Wk oe ; *S “ ¥ a ‘ ny tore ‘ 4 mm 
" " 4 ar a Pe ee Se Ls ae — > iow ae 
' % ee es Pre ‘Ea ae, ee ae Roe ee } ea 
- t A: Pfs. (tee, oo i ail gs - be pa ea aes eae be 
ll pe > ee Flee Be Sienna ieee y 
: Me ee eee t ieee TA a ; aa ee ae age 
fee hae at es at, Ce Be + uated oy eae $ 4 [oe a Cn i: Be 
A Be Pes: i= ee ee Seer oe % shes | pee iF ala ae 
= ie ee) ee aaa. 2 13% Ae Ged in ‘4 1 ee Z = ie oi 
; y oS rue ox Fees eee eee ee “ai “ges. ar / gy Se ene ie par 
—) i oe cee : yak . <3 : Maen j Stee S | ; =, 
. 4 ae a ® re = ae Ds on ;~ i oe cont oe eae ie “3 as a 
coma a per” aa aia 7 e z es. * i et * pic a 
ume — ie ee eee "wy = zi a : ee Ph “ a Pane af e es 
as le Old aoe es ee 
ae a a 5 E ae a eon ” ae 3 me AN \ 
offee 8 Se Tit Bie. camel: gg se =e ee : ee 3 + 
= a ee CO 7 
—+{+— A aay — 3 Pout 3 7 f OO Pte BY. (etn pees oer, = 
a — ae in y Ae ran pa “eit oe ee z ’ ti peed [a “a = 
" es me Sh igs a, i , ih : 
y Ey i S ae , _ SS _ As igh. CPS a 
i Se ee ee 56 Aue wad ‘ a Ree” a 2 
1 ee ¥; ‘ air yh é ‘ > . “< a 
. 
os hacen 
; ere 
| ie 4 
J eG 
_ a ‘ he 
fie 2 
—— Ee es kx 
—— «wt we oF a 7 
| iv 
— eee 
| 
a 
Law, 
ae 
1 Pig el te 
of an cipal 
gram i er 
b ee es 
: . 
Sy 
ae a 
5 eer 
i. ie 
po aa 
ae 
2k ae sete 
ie Mee 
kneel as 
duit Sie 
ect, ea 
es ree 
el 
oe aie 
_— — 7 ao 
: oF 
: 
oh peal 
1s a 
ar 
i 
= 
| an 
tie Le 
mae al 72 ie 
~ : i 
aE eee = 
ay ; = 
i ane 
rss, 
: i 
s 
* 
“a 
he nna 
emetic OO, 
a re 9 ee 
‘Sees 
ee he ere” 
aT 
ao 
po meh ot * 
amen oe 
” ote today 
Seen. 
ae | 
a 
ra 
Po 
3 ; 
markets Pe 
spaper 
. 
r Lines 
page 2) ee 
| A 
7 
ay et 
va ae 
core yah 2 
a. ae pee 
‘ Laas 
; POSS Dig ada d : ne, oe 
:, ee ‘ , > % < a3 : a ir a ee 
PGR ee ke ee ke ed aS ' ae VERE oa tS le aa OE NS a i eCr te SEQ Pe at e 2 a 4 ares ; 3 : , . “hada eee oe 
Ne i ae ROR {ipa ot $e} NE Ree be eet ci Rte ie Fe Se eee yeti Ng SE ae oie aw a aes THI Sy AGE FC ki eas ose de aaa ‘ a, oA see ia cages Oe ele Wee es rer ee See Se es 2 eu Pe ed en igor a he a PO of sak i 
ge Re a are Oe: u P sat Foe Bw 8 yey : ys . ES, ge rs ai A og +. a SPAN went rn Sica ENN ah Es eae ‘ Sere (ire deeb Leo new bane alte aire: d i eee. a RE Or oY as PM isp Mla WEA PR NE th Re et 
ea es kt | es 4 3 ~ es. Magee ae oes oe cay aie! Aisi Gildas z te 5 aS ie, aan CNM aera nae Cnermen oe aaa a PN Sen CR ep ce Lie pests (ny Sie 6 a ene ha ah 2k Peer ae ea ee A Ma re ret? . <¥) Subang te ite Rene Ses seri hay sea ae egal 
Petree = F G be a PA ab: x Tape Ses i2 ; a laa ed gaa ey erie eee yr The Te ann een ea etary Tse aime oe Poet + eM he aM: ules =e a ¥ age br Sgn a pun * Ale BS Mere he Mee oS Par EE ee pee en Ses Ea 2 ee ee em AS 
ee te eeu a. See erm eM Tagline, REE ats Ole once ies Se Era 
of 1 Fry Ge kia tae RET a Netsn) Reet oie ee BEE REM aya Se Se ORM Oh RY hear eR ies Raa BUDE nc ce = whe meter <A ON EEL Poe IR ed Mion Sern ge guns oat) Ce ae, as \ eee, est ageg res eae aces gee hy 
Re or os », tho Sg PR Ss Oe Scie Ie eee | ae Maa a beeen aaa ec yy Rh ay: Catone Lon Ne No et AL ie le teh ee saa Ri ce ge Bg Sg SEN ar RG. Near Seat ie hy aah sa A) Sa, fire ge He NER al oct us CTS ear ies eae ein na ae Lee AE 
z ae tO MT oe =e ee ees eed Ses - x 4 POMS cies Rar OP ELE Se POE iat HG Cie, Sue Cemetery See ae nt «gM Va a iad ae ee 8? eM a Ny Faken oe 
all Yr > 4 te * or aie Tae PS cast eS te IS” og Nes ot Say ae RE SO Se eae EP a eee ae 2s ae 


rie cet nt GP A tam 


ees “ete 


2 CLASS & INDUSTRIAL MARKETING SECTION July 7, 1934 


DRAMATIC VIEWS | nificance “ a grange = re MAKING IT INTERESTING AND EMPHATIC HOUSING BOOM 
20 seconds the short body text 1s 
read and the name slug registered. | —-? PRG mommy ; BG 


ee more le done. thas. merely “hoepiag!| 
Me ——TTELLARMSTRONG. iv sssc.ctors2 soe 

SELLING SKILI 
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Create New Interest In gE the company’s home office and 16 
ranches indicated by arr 8. Un- 
nae eS. 
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Cola Bottle precision cf manufacture is regis- ee ; trial marketing conference sponsors ‘| ai 
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for a maximum attention value and of copy. The layout in each case, Mr. Carlquist stated in explaining this being the job, the whole job, and Inc., and Technical Publicity As { 
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' whom is “The Little Giant” recently 


ADVERTISING AGE : 3 
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CIRCUS GATHERS 
NEW DEALERS TO 
SHALER JOBBERS 


\ilwaukee, Wis., July 5.—That| 
d problem of driving home a} 
eal sales story to dealers and | 
mé nies who are not overly in-| 
toward the studious has been | 

solved by the Shaler Com- 
manufacturer of Shaler Hot 
Pat s and other automotive sup- 


a traveling vehicle for its mes- 
save, Shaler conceived and assembled 
an automotive circus with a real 
ringmaster, acrobats and 


ether circus atmosphere. Smoothly | 
mixed in with the fun, hilarity and | 
ballyhoo are educational features, | 
nicely sugar coated with showman.- | 


cording to P. H. Dorr, president 
of the Shaler Company, sales in- 
creases have been very noticeable in | 
every territory where the circus has 
appeared. In one city, two new job- 
hers were induced to take on the 
Shaler line as a result of the circus, 
in addition to the one jobber already 
there. AS Many as three competing | 
obbers in a single city have worked | 
together to stage the circus, a rare 
example of cooperation in the trade. 

Traveling from jobbing point to 
jobbing point, the circus is advertised 
to dealers as an activity of the job- 
be Shaler furnishes each jobber 
with a complete promotional cam- 
paign on which he imprints his own 
name. It is advertised as the job- 
ber's treat to his customers and an- 
nounced as “the greatest array of | 
dazzling automobile spectacles ever 
assembled under one tent.” 

With a real circus wagon, tent and 
other props as background, the full 
two and one-half hour show opens 
with an introduction by the barker, 
a laugh or two, and a story. The 
barker, incidentally, is Jack Boyle of 
the stage and radio, and who once 
wrote script for the Two Black 


Next come the acrobats, one of 


featured in Ripley’s cartoon. Then 
Capt. Dalton Risley, Jr., the ring- 
aster, and a prominent automotive 
engineer, holds forth for about 30 
minutes on “the strange truths about 
automobiles, oils, gasolines, tires, 
bearing failures and their causes, 
monoxide gas and carbon removers.” 
Develops High Interest 

The circus is not a clinic, there are 
iO moving pictures, no dry, long- 
winded sales talks and no high pres- 
sure or direct selling. Risley, once 
a mechanie himself, and later a race 
driver, tells his story in a way that 
iolds the interest of his mechanic 
audience. He does not limit himself 
to Shaler products. 

Door prizes are awarded about half 
Way through the program. This 
wreaks the serious part and gives the 
jobber a list of signed stubs of those 
n attendance. 

Not until the end of the circus are 

'e side shows thrown open, reveal- 
lg interesting demonstrations of 
; me { the things which have been 
*xplained, 

“Ou 


circus gives us a vehicle for 
wass missionary work,” says T. 
"axon Hall, the circus chairman. 
bringing dealers in to the job- 
“Ss show, it is possible for us to 
‘ll our story in an interesting way, 
“ld to supply the best men available 
.. ®acational work, The Shaler 
'reus has accomplished a mass mis- 
“hary job which has really been 

standing in its results.” 
Trade paper advertising, direct 
- aud the Shaler magazine, “Hot 
back up the “educational” 


Patches.” 
Program 
Trad Papers on the list include 
Automobile, El Automovil 
: ‘riwano, Sporting Goods Dealer, 
ie enna Station, Gasoline Re- 
and Os | es, Sporting Goods Journal, 
“Saeterar Automotive Trade. 
ial magazine advertising is 
, hed for fall. Freeze-Vogel-Craw- | 
_ is the agency. 
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Edd 7 ll Wh |ment of readers as well as to their 
y e S y | more intellectual processes. They 
thus come to understand that Ohio 
House Organ Is Brass products represent consist- 
ently fair values, and also, what is 
Valuable Effort of at least equal importance, that ae 
the firm adheres to high standards es 
~ of business conduct. 


SHALER'S BOLD ADVENTURE 


Seunbneg 

c : OAN Me x 3 

= PHIL | aa 

ncl amt his Di a : | 

; ee i Mansfield, O., July 3.—-In the ini- “An ingenious house organ can as- 

— oa Ge py ee j ttal issue of The House Organ, pub-| sist thousands of customers in feel- 

<4 Ki ‘lished last month by The Paul G.|ing that they know the establish- 

| Hobart Company, advertising agency, | ment, the people who conduct it, its 

|Glenn H. Eddy, advertising manager, | methods and motives. In few other 

|Ohio Brass Company, detailed the | ways can the spirit of a business be 

ideas back of the five house organs |so truly reflected and brought to the 

he directs /ecommon consciousness of all those 
Mr. Eddy described the publica- | Wo are interested.” 

| tions as part and parcel of the gen- 

| eral plan of sales promotion, of sales 

and advertising work, and not a 

thing apart or sufficient unto them- 

| selves. 


Powell Heads I. E. S. 


A. L. Powell, manager of the east- 
ern office of the Nela Park Engineer- 


All the glamor and lure of the big top is used in this circus employed and writing articles,” he said, “is to | 
he Shaler Company to cultivate new and old dealers. 


ing Department of the General Elec- 

| tric Company, has been elected pres- 
ident of the Illuminating Engineering 
Society. He succeeeds J. L. Stair, 
chief engineer, Curtis Lighting, Inc., 
appeal to the good feeling and senti- | Chicago. 


| “The aim in preparing editorial 
;content for each issue, in planning 
lthe contents, gathering information 


Che Dark Ages of Printing passed 
when GUTENBERG cnvenled lyfe in 1454 


WEN Gutenberg cast his first metal type characters, about he would realize that only the unusual qualities distin- 


1454, he took the first step towards making printing eco- — guishing Kleerfect could make such printing possible. 
nomically reasonable. Movable type was adaptable compared First of all, special patented processing eliminates two- 
with hand cut wood blocks of page size. Cast type was dura- sidedness in Kleerfect’s surface and color for all practical 
ble in comparison with those same wood blocks. Popular purposes. Printing on both sides of Kleerfect is of uniformly 
printing had arrived, high quality. Kleerfect has strength and high opacity. It 
From Gutenberg’s day forward, great strides in mechani- possesses a neutral, non-glaring color that is easy on the 


cal perfection have been made by the printing industry—in eyes . . . that gives proper contrast with the greatest 


speed, in quality and in lowering of costs. number of printing inks and types of illustration . . . and 
No less pronounced have been improvements in printing that permits the maximum true reproductive power of one 
papers from the crude, two-sided hand made laid papers to four colors. 
used by Gutenberg, Aldus, and other old masters. The price of Kleerfect is not above what you have been 
Gutenberg, father of printing, scarcely would recognize as paying for just printable paper. See samples of printing on 
a development of his invention a sample of printing on Kleerfect. Write us for examples and for name of paper 
merchant near you. Address the Advertising Department, 


Chicago, please. 


Kleerfect—The Perfect Printing Paper. He would marvel 


at the printing and the paper and being a practical printer 
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Let Advertising Do the Missionary 
Work 


With greatly improved business 
the rule in most divisions of the 
industrial field, sales effort is being 
the live prospects | 
for immediate business. This is as 
it should be, since executives had to 
reduce their organizations to 
small proportions during the depres- 
sion period, and expansions are now 
based on actual increases in 
volume. 

But every manufacturer selling to 


concentrated on 


sales 


sales 


industry realizes the tremendous 
changes which have come about in 
the past few years; the personnel 
turnover has been enormous, and 


contacts formerly well maintained 
have been broken. New people are 
doing the buying, and they must be 
reached and cultivated, even though 
it is not possible to do so through 
the medium of personal calls. These 
are expensive, and are being em- 
ployed now for the specific purpose 
of closing immediate business. 

Advertising clearly 


thus is indi- 


cated as the simple, effective and eco- | 


method of 
work which 


nomical the 


been 


doing 
sionary has 
now is such an important and in 
tact indispensable part of the job of 
sales preparation. In the industrial 
field reputation is just as important 
as design and price, and reputation 
cannot be built over-night. 

A well-known 


mis- | 
neg- 
lected during the past few years, and 


manufacturer of in-| 
dustrial machinery reported recently | 


a very satisfactory sales record in 
a field which is comparatively new 
to this company. And he was frank 
enough to attribute the results 
largely to advertising. 

“We make equipment in which en- 
gineering skill is important,” he ex- 
|plained. “The buyers we were hop- 
| ing to sell did not know us through 
| previous experience, but the adver- 
‘tising we have done in the industry 
publications has impressed them 
with the fine standing of our house, 
its length of service in many indus- 
trial markets, and the satisfactory 
service which users everywhere may 
| reasonably expect from our equip- 


| ment. 
| “When our salesmen call on pros- 
| pects in this industry, they do not 
/come as strangers. They are known 
to represent a company of standing 
‘and reliability, and the chief obsta- 
|cle to selling is tnus automatically 
|remcved. Advertising, in this in- 
| stance, certainly performs an effec- 
tive function of pre-selling, and has 
done the missionary work which we 
would like to have done personally, 
but which we have neither the time, 
the men nor the opportunity to 
perform.” 

It is in the accomplishment of im- 
| portant though simple tasks of this 
kind that advertising is so well fitted 
to play an important and primary 
role in the new era of industrial re- 
construction. 


Why Not Junk 


Your old 
well be a 


mailing 
liability 


lists may very 
rather than an 
asset. 
lately, to indicate the size, date, 
origin and other facts regarding the 
lists which 
promotion? 
pending on 
lists to 


you are using for sales 
Your 
the 
assure 


salesmen are de- 
accuracy of 
effective advance 
work on the prospects they are call- 
ing on, but 
use for more than a year or twu, 
they are probably hopelessly obsolete. 
To continue to use lists of this 
kind is a big waste of valuable ma- 
terial and postage, and is at the same 


time discarding the opportunity to 


put sales material into the hands at | 


today’s active buyers. The longer 
the job of building new lists is post- 
poned, the bigger the waste 
business will have to absorb. 

Here’s a recent experience of one 
of the most successful industrial ad- 


vertising managers of the country: 


your 


He made a complete inventory of 
all mailing lists, detailing all of the 
known facts about them—when and 
how they were compiled, how often 


Have you made an inventory | 


these | 


if the lists have been in| 


the Old Lists? 


and when used, etc. When he com- 
pleted the task, he realized that in 


spite of having taken the usual pre- 


cautions regarding checks with 
salesmen's call reports, returns by 
| the postoffice, ete., the lists as a 


whole were out-of-date. 
decided to 
them, though the total 
like 150,000 names, 
and though he was not prepared to 
What he 
| did was to start with a new list, re- 
| cently employed for catalog distribu- 
tion, and based on names supplied by 
| salesmen from recent calls and taken 
from current customer records. 
This gives him a list of approxi- 
| mately 25,000 names. This will be 
‘classified and added to just as rap- 


Consequently he 
eard all of 
was something 


| replace them immediately. 


| 


idly as possible, but in the mean- 
time all sales promotion material 
will go to live names only, and 


the reduced expenditure will enable 
these live prospects to be cultivated 
more intensively and more fre- 
quently than it would have been pos- 
sible to do otherwise. 


dis- 


ACHIEVEMENT UNAPPRECIATED 


"Tsk! Fer goodness sake! Wot'll they be thinkin’ up next?” 


—E squire 


Belgium Speaks 
To the Editor: Allow me to give 
you my impressions at the reading 
of the story “Prospect Card Called 
Key to Sales Problems” in the June 2 
Ciass & INDUSTRIAL MARKETING. 

1. There is no doubt that the prin- 
ciples of Mr. G. L. Service are per- 
fect, but it is an ideal. 

2. I wonder if it is practically pos- 
sible to get in advance, it is to say 
by published information, all this 


restaurants. 

I know that much statistical infor- 
mation is published in the States, 
much more than in Europe, and that 
there are published especially more 
details than we have in Belgium, but 
the information I got concerning the 
market surveys in the States is not. 
often so complete and detailed as the 
list given by Mr. Service. 

Then it is natural that I ask him 
the following question: 

“Where and how do you obtain the 
data to note upon your prospect 
cards?” 

From my part, 
methods to get it: 

1. By the data officially published. 

2. By an investigation, it is to say: 
a market research. 

3. By the sales agents during their 
visits. 


I see only three 


it seems to me 
that he makes use 
methods. 


the third method, 
(error excepted) 
of the two first 

In that case, 
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Voice a the Industrial Advertiser 


data following the example of the) 


As Mr. Service doesn’t emphasize | 


I am in accordance | 
with him, but at the reading of your 


| June 2 issue, I do not find any one 
indication which allows me to judge 
ithe method he used to establish his 
prospect cards. 
At my point of view it is a funda- 
|'mental omission. 
It would be useful for me to know 
the essential details on that subject. 
RENE GREINER, 
President and General Sales 
Advertising Manager, Acieries 
Valere Mabille, Brussels, 
Belgium. 


vvy 

Shows Factory 
To the Editor: Your June 2 edi- 
| torial, “The Picture of the Factory 
| Means Something, After All,” landed 
|right up our alley. The proof of our 
June advertisement, herewith, tells 
you the reason why. 

It has always seemed to me that 
in industrial advertising specifically, 
it is a pretty good proposition, every 
so often, to show the factory. To be 
sure, we have done this only about 
four times in the last 12 years, but 
at least we have been following out 
our belief. 

Also herewith is an advance proof 
of our all-over bleed page scheduled 
for July publications. During the 
next several months we are going to 
feature our Diamond C trade mark 
in a series of similar advertisements, 
and I am hopeful that the series will 
| prove effective. 


GeorRGE H. Corey, 
Advertising Manager, The Cleve- 
land Twist Drill Company, 


Cleveland, O. 


Tas mana-<> * SYMBOL OF THE BIGHRST GUALITY ~ is 

STAMPED UPON EVERT “CLEVELAND” TWIST BRMA AND SEAMED 

TT 08 TOUR ASSURANCE OF VALUE, ANE TOUR PROTECTION. 
ee eeree 
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nformation 
or Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them 
or through ADVERTISING AGE, 


134. The Building Maintenance aid 
Management Market in New York 


The market for products and sery- 
ices required for the maintenance 
and operation of commercial build. 
ings in New York is analyzed in this 
booklet issued by Real Estate Record 
and Builders’ Guide. The market, 
controlled by banks, professional 
building management corporations, 
real estate and mortgage companies, 
is said to be less subject to fluctua- 
tion than are other markets for 
building materials and equipment 
due to the fact that commercial 
buildings must be kept in constant 
repair in order to compete success- 
fully for tenants. 


135. Can the Radio Industry Work 

Together Cooperatively? 

A broadside issued by Radio Re. 
tailing advancing a plan for manu. 
facturers, distributors and retailers 
of radio sets and broadcasters to re- 
awaken public interest this fall in 
radio broadcasting. 


136. Market Data on Electron Tube 
Industries. 


An indexed letter-file folder detail- 
ing the electronics market in six 
division as to dollar volume, key 
buyers, products bought, typical pur- 
chasing companies, their primary in- 
terests and why their interests are 
related to electronics. The folder is 
issued by Electronics and further 
graphically indicates how it is de. 
voted fundamentally to all the indus- 
tries that are based on electron tubes 
and their circuits. 


137. 


A booklet of dimensions corres: 
ponding to the new large size of 
Electrical Merchandising presenting 
the reasons for the new format and 
illustrating its desirable features. An 
approximate breakdown of the publi- 
cation’s increased guaranteed circula: 
tion is detailed. 


Newer than Knee Action. 


108. Markets of the South and South 
west. 

This study by Manufacturers 
Record asserts that the south has 
shown more stubborn resistance to 
the depression than have other sec 
tions of the country. From 1921 to 
1931, for instance, the value of south: 
ern manufactures increased 7.6 per 
cent, while the rest of the country 
showed a decline of 7.1 per cen! 
Other detailed facts are presented 
about the 17 southern and_ south 
western states. In addition, a su! 
vey of each state is available. 


114. Welding Practice Among Auto 
motive Fleets. 


This three-page mimeographed sul 
vey, issued by Fleet Owner, is 4 
breakdown of a questionnaire 
answered by 54 fleet operators 12 
various lines and in different parts 
of the country. It covers uses © 
different types of welding equipment 
shows which work is done in fiee! 
owners’ own shops and which ' 
farmed out to welding  establis! 
ments; indicates sources of supply © 
welding equipment, gases, electrodes 
ete. 


111. Gasoline, Motor Oil and Gree 
in the Food Field. 


Food manufacturers operate 517,00" 
motor trucks, or 15 per cent of al! 
registered, this survey by Food !" 
dustries reports. These trucks © 
sume 620 million gallons of gasoliné 
18 million gallons of oil and mo 
than 6 million gallons of grease eve" 
year. The survey devotes consider 
able attention to an analysis of buy 
ing responsibilities in this field. 
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AGENCIES CALL 
BUSINESS PAPER 


PROMOTION WEAK 


Painter Urges Publishers to 


Strengthen Efforts 


Chicago, July 5.—Declaring that 
the advertising agency is a tremend- 
ously potent force in the welfare of 


the business paper, Walter Painter, 
advertising service manager, Power 
plant Engineering, told members of 
the Chicago Business Papers Associa- 
tion last week at their annual meet- 


ing that whether this force is prop- 
erly utilized depends upon what they 
do to keep alive their avenues of 
communication to these agencies. 

Mr. Painter had stepped back of 
the scenes to find out what the ad- 
yertising agency thought of business 
papers in general and their methods 
of merchandising their services, and 
his talk, “An Agency Slant on Busi- 
ness Paper Promotion,” forcefully 
presented a situation which, from 
the facts cited, demands immediate 
attention of business paper publish- 
ers us a whole, he asserted. 

His investigation convinced him 
that the average business paper is 
not directing sufficient quantity, 
quality, nor the right kind of adver. 
tising promotional material to ad- 
vertising prospects and their 
agencies. Business papers are far 
behind general publications in the 
service they render advertisers to 
assist them in deciding to use their 
publications and in the selection of 
the proper ones, agency executives 
told him. 


Lacking in Own Promotion 


Neither are these publications us- 
ing sufficient space in advertising 
publications such as ADVERTISING 
Ace to promote their own business, 
he pointed out. 

“Although there are something 
like 1374 business papers, 218 of 
which are members of the A.B.C., 
you can virtually count on the fin- 
gers of your hands the business pap- 
ers who are telling their story in 
these advertising publications,” Mr. 
Painter declared. 

They are similarly weak in the use 
of direct mail, as shown by his find- 
ing that the latest booklets or in- 
formational material the agencies he 
visited had received from many busi- 
ness papers were dated 1927, 1928 
and 1929, 

“Lots of things have happened 
since then,” he declared. “Circula- 
tions have changed. Markets have 
changed. We have new types of 
executives and readers in many 
fields. Shouldn’t space buyers be 
told about it? 

“Is it any wonder that agency men 
‘ay business paper advertising is 
hardest to sell the client and is the 
Hardest to buy? Is it any wonder— 
'n view of this pronounced silence on 
‘ur part—that business papers are 
Siven a ‘second-fiddle’ part in many 
advertising programs, where they 
nghtfully deserve the leading role?” 
he challenged. 

Advertisers and agency executives 
Welcome information about editorial 
“ohtent and policies, he informed his 
‘Steners in discussing the type of 
Yromotional material they should is- 
= They would like to know some- 
‘ng about the buying power of the 
Subset hers. Information about busi- 
“Ss trends or new production meth- 
ods used in fields can be covered 
Penefi ially in some promotional ad- 
‘ertisements, Others can deal with 
‘Decial issues, changes in page for- 
“at, interesting items about the edi- 
orlal staff, increases in advertising 
“ime, and other pertinent data. 


Mr, Painter offered the comments 
_ She industrial agency executive 
8 ‘ypical of the reaction of agencies 
* the usual run of business paper 
a nal advertising. He quoted: 


af of it is run-of-mine mater- 
ey ho drama; no originality; flat 
““ tasteless, Usually just a lot of 


cold stuff about circulation, with a 
drab pie chart tossed in somewhere. 
Now and then I see an advertisement 
that has an individual style or suc- 
ceeds in dressing up old facts in an 
engaging way. Naturally I am at- 
tracted to such jobs and repelled by 
the dull ones because I feel they re- 
flect in part their publication’s prog- 
ress and vitality.” 

“The criticism of this man may ap- 
pear harsh,” Mr. Painter admitted. 
“He has, however, been extremely 
successful in humanizing and drama- 
tizing advertising copy placed in 
business papers. Thus you can un- 
derstand why he feels that we are 
not doing as fine a job as we should 
in designing our promotional adver- 
tising to agencies. 


“We must remember that these 


agency men are skilled in the tech- 
nique of good layouts. They are par- 
ticularly responsive to apt illustra- 
tions and concise, pleasing arrange- 
ments of the data we wish to pre- 
sent. To win the eye and open the 
minds of agency men we must use 
more thought and originality in the 
advertising directed to them. 

“It has been my experience that 
publications are most likely to suc- 
ceed when they are built by the edi- 
tors, sold by salesmen, and the busi- 
ness promotional advertising is pre- 
pared by advertising men. 

“Wouldn’t it be well for each of us 
to give thought to a program, be it 
large or small, that will place in the 
hands of advertising agencies the 
data they need? 

“By doing so, two definite and de- 


sirable results may be expected: (1) 
The agencies, with this larger fund 
of pertinent information at hand, 
will do a more constructive job for 
their clients; (2) The business pa- 
pers, because they shall have gained 
the better recognition they deserve, 
will materially increase their adver- 
tising revenues in 1934 and the years 
to come.” 


Blower Manufacturer 
Adopts New Style 


The Connersville Blower Company, 
Connersville, Ind., has changed its 
name to Roots-Connersville Blower 
Corporation. The change better indi- 
cates the make-up of the company, 
which also includes the P. H. & F. 
M. Roots Company and Wilbraham- 
Green Blower Company. 


Increases Schedule 

The Allied Barrel Corporation of 
Oil City, Pa., has increased its adver- 
tising schedule to include whisky 
and beer barrels, which have been 
added to its line since prohibition 
repeal. Trade magazines will be used. 
Carr Liggett, Inc., Cleveland, Ohio, 
handles the account. 


Establish Bleed Charges 


Three Pacific coast industrial pub- 
lications have announced bleed page 
charges of 15 per cent above regular 
page rates. The publications are: 
Pacific Fisherman with which is 
combined West Coast Fisheries, West 
Coast Lumberman, and Pacific Pulp 
and Paper Industry. 


Purchases from Manufacturers Increase 


136.8 Per Cent Over Last Year 


OT in several years have railway 

purchases shown such impres- 
sive gains as in the first five months 
of 1934. Orders placed with manu- 
facturers, exclusive of fuel and PWA 
allotments not totaled 
$225,000,000, compared to about 
$95,000,000 in the first five months 
of 1933, a gain of 136.8 per cent. 


Another significant indication of the 


yet spent, 


trend towards larger buying pro- 
grams is the fact that, in April, pur- 
chases of materials and _ supplies 
alone, not counting fuel or new 
equipment, reached a total of $38,- 
800,000, the highest of any month 


since June, 1931. 


Improved traffic and earnings have, 


and will continue to exert a most 


favorable influence on railway buy- 
ing . . . augmenting substantially 
the purchases resulting from PWA 
loans. Earning statements of indi- 
vidual roads give proof of the trend 
toward using more and more of in- 
creasing gross revenues for improve- 


ments and maintenance. 


The growing railway market calls 
for early and aggressive sales and 
. directed to 
the railway men who control and 


advertising efforts . 
specify purchases. Selective, well- 
directed selling of the fullest effec- 
tiveness is made possible by the five 
Simmons - Boardman _ departmental 
railway publications . . . each of 
which is devoted to the interests of 


one of the several branches of rail- 


105 


30 Church Street 


W. Adams Street, Chicago 


San Francisco 


Simmons-Boardman Publishing Company 


New York, N. Y. 


Terminal Tower, Cleveland 


Washington, D. C. 


$22 5.000.000 
of Railway 
Orders 


in the First Five Months 
of This Year 


way service and each of which has a 
specialized circulation of important 
railway men. These publications en- 
able you to select your own railway 
audience to reach the entire 
industry or just a part, according to 


your specific needs. 


The time is opportune to present to 
railway men the merits of your spe- 
cific products or equipment 

and representation in the Simmons- 
Boardman railway publications can 
and should be an important part of 
a forceful campaign te increase your 


railway sales. 
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CLASS & INDUSTRIAL MARKETING SECTION 


July 7, 1934 


Advertising in 
Business Papers 
Gains in June 


Chicago, July 5.—The volume of 
advertising in June issues of indus- 
trial, trade and class papers contin- 
ued the advance it showed for May 
according to figures released today. 


The industrial group, as shown by | 


the figures for 46 publications, car- 
ried 38.6 per cent more pages as a 
group in June than it did in the same 
month last year. 

The six months’ figure for indus- 
trial papers reached 18,361 pages for 
1934 against 14,360 pages for the first 
half of 1933, or an increase of 27.8 
per cent. 

In the trade group the advance for 
11 papers ran up to 52.8 per cent 
over June 1933. The increase for the 
first six months was 25.6 per cent 
over the same period last year, with 
4,026 pages for 1934 and 3,204 pages 
for 1933. 

For three papers reporting in the 
class group an increase of 7.5 per 
cent was shown for the month over 
a year ago despite the fact that two 
registered a slight loss. The 1934 
six month period also showed a gain, 
reaching 13.1 per cent: 947 pages 
this year against 837 for 1938. 


what 


equipment. 


"JUNE ADVERTISING VOLUME FOR INDUSTRIAL, TRADE 
AND CLASS PAPERS 


Industrial Group 


American Builder. 

|} American Machinist... 
Architectural 
Architecture ae 
Automotive Industries 
Helper 
Clay Record... 
Transportation 
Ceramic Industry ; 
Chemical & Metallurgi- 
| cal Engineering 

Coal Age 

| Confes tioners 
Construction 
i} Cotton 
Klectris 


tecord. 


Brick & 


Bakers’ 
| Bus 
| 


Journal 
Methods 
Traction 
Electrical South 
Electrical World 
Engineering & 
Journal 
Engineering News- 
PEOOCONE ok ioe tees 
Factory Management & 
Maintenance a 
Food Industries. .....«- 
Furniture Manufacturer 
Heating, Piping & Air 
Conditioningg ......... 
Heating & Ventilating 
Magazine 
Iron Age P 
Machine Design 
Machinery 
Marine Engineering and 
Shipping Age rar 
National Petroleum 
cha cals dwaae Pe 
National Provisioner. 
Paper Industry..«..ssées 
Paper Trade Journal.... 
Pencil POmtes <.60% + 


Mining 


Pages 
1934 1933 
30 46 
104 95 
41 33 
16 9 
63 40 
&8 $1 
11 7 
71 45 
21 10 
bt PT 59 
52 3S 
416 SS 
48 24 
95 59 

q & 
16 12 
151° 91 
49 30 
166 131 
86 57 
51 28 
14 14 
6 24 
30 18 
220 166 
39 16 
90 51 
34 7 
128 96 
124 109 
36 32 
106 88 
29 24 


| Western 


I OR 20 years we 


have been helping people with business just like 
yours to reach their market. 
based on products of all kinds from power 
shovels to bricks, ranging through a long list in- 
cluding almost every type of industrial tool and 
product and every possible market for industrial 
We have helped to sell some piece 
of equipment similar to yours or to the market 
you want to reach! 


we can do. 


This experience is 


205 W. Wacker Drive 
Chicago, Illinois 


Telephone Central 7750 


WE SPEAK 
THE SAME LANGUAGE! 


When you talk to us you can be sure you are 
understood. We speak the same language! Your 
problems are similar to those facing us daily. 
Your market is one we have met before and the 
mediums available are our current knowledge. 


When you talk to us there are no delays— 
there are no excess costs for “finding out,” for 
experience has taught and endorsed our pro- 
cedure. 


We can be of help to you in your sales and 
advertising plans and it costs nothing 
Why not? 


RUSSELL T. GRAY, Inc. 


Pit @& QUArry.ccccscccse 
Pe, as pt haan en wae 
Power Plant Engineer- 
SS res sre er ee ee o 


Printing 
Railway 
Railway 
BEOTOR cccceccocesneses 
Roads & Streets..... 
Rock Products 
Steel 
Textile 
Water 


Age oseewewase as 
Purchases & 


World 
Works & 
Brewe! 
W ood-Worker 


Sewage 


Total sible acelin Ae 
Trade Group 

Exporter..... 
Trade Jour- 


American 
Automobile 

nal 
j3o00t & Shoe 
Building Supply News.. 
Commercial Car Journal 
Domestic Engineering.. 
Farm Implement News. 
Furniture tecord & 

Journal - 
Jewelers Circular....... 
Southern Automotive 

Journal 
Southern 


Recorder.. 


PH oceckcadaes keene 


Class Group 
Hotel Management...... 


Hotel Monthly.......... 
Trafic World. ...6+is<s 
TOLER civeectoanes * 0 eieeS 


*Special issue. 


Pages 
1934 1933 
25 18 
208 95 
.oV 48 
64 46 
29017 go 
38 24 
33 27 
455 238 
116 77 
125 101 
19 12 
9] gO 
27 23 
235 2,33 
146 81 
8? 61 
1967 99 
12 S 
1 22 
if 61 
>” or 
ov -t 
33 36 
38 io 
40 17 
29 22 
719 467 
5 25 
26 27 
80 84 
157 146 

issues 


to ask 


INSTILLING A BETTER APPRECIATION OF PRODUCT 


el 
: 


a 
* 
4 


eT 


Introductory pages of the new Osborn brush catalog give the reader a 

- liberal education in brushes, their manufacture and the materials used in 

them. Thus the buyer is given a better understanding of why certain 

types of brushes are best for specific uses and impresses him with ihe 
company's manufacturing and research facilities. 


iii user or buyer in the correct se- 


F | ects and application of wire wheel 
brushes. In addition, there is a two 

page chart which gives a table of di- 
OSBORN BRUSHES ameters, gauges of wire and recom- 


mended spindle speeds of standard 
wire wheel brushes. 

Preparing 350 Illustrations 

Required Care 


Other features of the catalog are a 
page of instructions on the care of 
paint and varnish brushes, and an in- 
troduction containing six illustrated 
pages of interesting information 
about the more common brush ma- 
terials, and brush making. 

As there are over 350 illustrations 
in the catalog, the method used to 


control the cuts is of interest, as de- 
with its aggressive merchandising |tailed by Mr. MacLean. Using col- 
methods and thorough training of its | umnar sheets of paper, the number of 
‘salesmen and distributing organiza- | each brush that -was to be illustrated 
tion, The Osborn Manufacturing Com-| was listed in a column at the left of 
pany, has issued a new catalog, No.|the sheet. Columns at the right were 
180, which not only presents its com- ‘headed as follows: ‘“New Photo.” 
plete line of brushes for industrial | “Retouching,” “New Halftone,” “Al- 
uses, but provides the buyer a fund iter Halftone,” “New Electro.” 

of information to guide him in the} 
selection of the right type and most 
serviceable brush for his needs. 


Cleveland, O., July 5.—In keeping 


How System Worked 
Where new cuts had to be made, 


The new list price catalog contains 
80 pages of 8%x11 inches in size, | 
saddle wire stitched through a half- | 
inch linen strip reinforcement placed | 
along the fold of the center spread. 
The cover is printed in dark green | 


on a Lawn Green one-ply American | 
IXmbossed cover stock from the Amer- 
ican Writing Paper Company. The 
fly leaf of matching color is a 65- 
pound Lewistrong cover stock pro- 
duced by the J. P. Lewis Company. 

The text of the catalog is printed 
in black on an 80-pound white Ham- 
ilton enamel supplied by the Cham- 
pion Coated Paper Company. The 
outside margins of the pages carry a 


wide bleed green strip with the Os- 
born trade mark stripped in at the 
top. 


Halftones Used Exclusively 


The illustrations are all 120-screen 
halftone reproductions by the Uni- 
versal Engraving and Color Plate 
Company, printed from electrotypes 
made by the Central Electrotype 
Company. The typography, printing 
and binding was all done within the 
organization of the William Feather 
Company. 

“In the preparation of the catalog,” 
H. G. MacLean, assistant advertising 
manager, explained, “the main ob- 
jective was to make it as easy as 
possible for the brush user to select 
the correct brush. With this thought 
in mind, all listings were made as 
complete as possible, both as to speci- 
fications of each brush and the sug- 
gested uses.” 

A good illustration of the care 
taken to classify brushes according 
to the brushing job is shown by the 


section on sweeping brushes and 
brooms. Brushes filled with coarse 
texture fibres are recommended for 


coarse, heavy sweeping and brushes 
hair or bristle are recommended for 
fine, clean sweeping. 

Wire Brushes Featured 


The section on Osborn wire wheel 
brushes contains two pages filled 


with helpful suggestions to assist the 


filled with finer texture fibre, horse-| 


the necessary operations that had to 
be gone through were signalled in 
the different columns opposite the 
brush number to be illustrated. As 
these operations were completed, 
they were checked off in the proper 
column and when the cut was finally 
completed and in the printer’s hands, 
a large check was placed by the 
brush number. 

In this way, it was a simple mat- 
ter to check up on the production of 
cuts by looking at the list of brush 
numbers at the left of the sheet. In 
the case of any brush number that 
had not been checked, a glance at 
the columns at the right would tell 
just what progress was being made 


|/in making each new cut. 


This control assured that every cut 


| was in the printer’s hands when it 


came time to go to press and also 
eliminated the possibility of losing 
any art work, as it could be seen at 
any moment just where each piece of 


lart work was. 


The catalog was distributed to the 
company’s own mailing list. 


Owens-Illinois Glass 


Sponsors Special Section 


The June issue of National Sheet 
Metal Contractor carried a_ special 
eight-page section sponsored by the 
industrial division of the Owens-Illi: 
nois Glass Company, Toledo, devoted 
to its Dustop glass-wool air filters 
used in warm air heat and air con 
ditioning installations. 

Besides a liberal amount of spacé 
devoted to editorial matter and illus 
trations were a number of advertise 
ments of some of the company’s di* 
tributors and manufacturers of equil 
ment using the filters exclusively i2 
their products. 


A Live List for Industrial Advertisers! 


I offer for the use of manufacturers of indus- 
trial goods the best list of live buyers in Cole, 
rado ever available, consisting of 540 names 0 
actual purchasers of industrial materials, ®UP 


plies and equipment. This is a live list of cur 
rent purchasers of everything industrial. our 
Price, $3, check, money order or stamps. Y 
money refunded if not satisfied. 
|| WILLIAM C. DUER, 94 Clarkson St., Denver, Colm 
es 
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el ASS CONTEST 
ENTRIES REAC 
EWHIGHMARK 


Fvent Aimed to Widen Use 
of Glass in Houses 


York, July 5—Eleven hun- 
ind seventy-six entries, exceed- 
ing in number those of any previous 
hitectural competition, marked as 
ess the first concerted move of 


New 


a su 


the flat glass manufacturers to in- 
spire serious thought on the use of 
more window glass in residences. 


The event, which closed last month 
and was known as the “Pencil Points 
Flat Glass Industry Architectural 
Competition” for the “design of a 
detached residence planned for sun- 


shine and fresh air,” was authorized 
»y Pencil Points Press, Inc., pub- 
lishers of Pencil Points, and spon- 
sored by the Plate Glass Manufac- 


of America, Window Glass 
Manufacturers Association and Rough 
and Rolled Glass Manufacturers of 
America. 

It was conducted by Russell F. 
Whitehead, A. I. A. professional ad- 
yiser, and was the 19th architectural 
competition of which Mr. Whitehead, 
editor of Pencil Points, has been in 


charge. 


turers 


Idea Goes Over 


The high standard of the work 


+ submitted plus the number of com- 


petitors were viewed by the sponsors 
as proof that the objects of the com- 
petition were substantially under 
way toward fulfillment. Most of the 
presented familiar styles. 
The more extensive use of glass in 
the designs caused no detrimental 


drawings 


change in the exterior 

A few were modern. Many 
vided for solariums on decks, roofs 
or top floors, though these were op- 
ional and not required by rules of 
the competition. 

Plan for the competition arose 
from a desire to get more life into 
glass advertsing copy. If something 
ould be done to get the architects 
f the country thinking of using 
more glass in homes they design, in 
irmony with the increased interest 

obtaining more light and air, it |} 
Was telt that the industry could ex- 
pand its market. 


Architects Were Judges 


Seven distinguished architects, act- 
Ing as judges, were closeted in the 
quietude of Frank Seamon's Yama | 
Farms in the Catskills, where they | 


inspected the 1,176 drawings, said to 
} 


e far more than ever received in 
aly other architectural competition. 
Pencil Points’ small house competi- 
lon In 1930 drew 634. The U. S. 


Gypsum Company’s small heuse com- 
petition in 1926 brought in 500 en- 
That for the design of the Chi- 
fa80 Tribune Tower totaled 258. 
Average quality of the drawings 
‘Submitted was better than that of 
Mrevious competitions with which he 
1a been identified, Mr. Whitehead 
‘tated. The large number of draw- 
pointed out, showed in- 
‘teased interest among. architects 
id draftsmen in vying with one 
hother for additional professional 
ion and for purposes of self- 
In the solution of the 
‘le problem proposed, they would 
diners by experience and practice 
hough prizes were net won. 
*f£erm idea of the competition 
being some two years ago 
vey-Owens-Ford Glass Com- 
foledo, planned a competition 
'§ the same line. As the plan 
“oped it became apparent that 
tive flat glass industry would 
trom the undertaking. 


Whole 


res 


Us t 


Industry Cooperated 


Yy-Owens-Ford’s advertising 
‘nited States Advertising 
Toledo, therefore, interested 
US glass manufacturers in 
Ponsoring this competition. 


appearances | 


and proportions of the buildings. 


pro- | 


tion of architects and designers. Ad- 
vertising was also placed in other 


tors in the flat glass industry were , 
brought together in a cooperative pro- 


gram. | principal journals serving the same 
Twenty-nine prizes aggregating | field; namely, American Architect, 

$3,100 were awarded. First was | Architectural Forum, Architectural 

$1,000; second, $500: third, $250; Record, and Architecture. 

fourth, $100, and next 25, mentions cabins Mints tient 

of $50 each. The cash awards were 

distributed immediately after the Reprints of the program were 


jury met. 


The winner of the capital prize | t’Y- Total reprint mailing was 11,-) 
was Geoffry Noel Lawford, New | 500. As further evidence of the in- 
York: second, Alexis Dukelski, Jer-| terest developed, hundreds of writ- 
sey City, N. J.; third, Antonio Di| tem requests for additional copies 
Nardo, Cleveland; and fourth, H.| were received, despite the thorough 


| coverage of the field 


and direct mail. 


Roy Kelley, Los Angeles. by magazines 

The program of the competition 
was published editorially in Pencil | 
Points in the April and May issues, 
which also carried advertising an- | 


nouncements calling it to the atten- | 


The program presented a _ specific 
problem, that of designing a detached 
residence for a hypothetical client, a 
man about 42 years of age, happily 


mailed to every architect in the coun- 


married and with son and daughter | the competition were stated fully. All 


f high school age. His cultural 
background was outlined and some 
of his mental traits, thus giving the 
designer a more definite idea of what 


| would be approved than he could ob- 


tain from a bare statement of the 


material requirements. 


Total area of the first and second 
floors was not to exceed 1,900 square 
feet. Window for of 
social function to be less 


areas 


were 


rooms 
not 


than 30 per cent of their floor area, | 
for | 


and not less 25 
other rooms. 


plan 


than per cent 
A furniture placement 


was required, to assure that 


i“greenhouse effects” would be 


| avoided. 


The plan was developed with scrup- | 


ulous care and regulations governing 


Hasten Business Recovery by 


DIRECT MAILINGS 
TO SELECTED LISTS 


Old customer contacts can be re- 
newed—markets can be broadened 
—with personalized sales messages 


Direct mail has definitely “come back”. Business recovery is 
arriving faster for concerns who are including direct-mail 
advertising in their 1934 advertising program. 

Here is what A. B. Clapp, Advertising and Sales Promotion 
Manager of the Porter Paint Company, Louisville, says 
about it:— 


“By using Addressograph for regularly soliciting our 
45,000 customers and prospects, we have increased 
our 1934 sales volume 83% above 1929—our previous 
largest year!” 
Wm. Eaton, of William Eaton and Son, Gowanda, New 
York, reports a similar experience :— 


“By the use of regular Addressographed mailings, we have been able to more 
than double our volume of business during 1934, over the same period of last year.” 


Addressograph enables the large or small business to take advanta 


opportunities—to reach out into territories where distribution is weak—to renew customer 


and dealer contacts whic 


Of course Addressogra 


work done in less time. 


ing opportunity to build 
this versatile equipment. 
chants and advertising 


Addressograph 
Prices start at 


"22 


Model 700 Ribbon Print 
Addressograph. Hand 
operated. Same principle 
as larger models. Ad- 
dresses or imprints 1,000 
to 1,500 forms per hour. 
Writes names and data 
on many kinds and sizesof forms with 100% accuracy. 


Automatically lists names on sheets. F-.o.b. $85 


Cleveland, without attachments.......... 


TRADE MARK 


now than for several years—to aim personal- 
ized selling shots at the right targets, at the 
right moment, through selected lists! 


Right now, direct mail offers an outstand- 


investigate the profit possibilities of a well- 


| Points. 
| to 


| the 
| Barney, 
the rooms would be livable and that 


both 
in- 


of 
were 


legal details for protection 
sponsors and competitors 
cluded in the program. 

Designs awarded prizes and men- 
tions became the property of Pencil 
All others are being returned 
the owners. Right was reserved 
by the publisher and sponsors to ex- 
hibit any or all of the designs not 
premiated, but in any event, identi- 
fication of their creators was guar- 
anteed. 

The jury of award was made up of 
following architects: W. Pope 
Philadelphia; Otto R. Eg- 
New York; Louis LaBeaume, 
Louis; J. Lovell Little, Boston; 


gers, 
St. 


| Louis Stevens, Pittsburgh; Russell S. 


Walcctt, Chicago; and David J. Wit- 
mer, Los Angeles. 


ge of revived selling 
h are more responsive 


tion. F. 


ph has scores of other 


New Model 1700 Ribbon-Print Electric Ad- 
dressograph combines latest desirable features 
at a new low price. Addresses or imprints 3,000 
forms hourly. Automatically lists names on 
sheets. Handles countless kinds of name and 
data writing with speed and economy. Attrac- 
tive in appearance, Extremely quiet in opera- 
o. b. Cleveland, with- 
out attachments 


$3175° 


uses in business. It saves money in name and 
data writing in factory scheduling; in cost 
accounting; in selling; in general accounting; 
in shipping; in collecting; in disbursing. It 
speeds up work, eliminates errors, gets more 


activity. 


directed, Addressograph-ed direct-mail cam- 
paign in conjunction with present advertising 


We should like to send you a mighty inter- 


esting book “SELLING TACTICS” which 


quick profits through 
Manufacturers, mer- 


Addressagraph 


contains a lot of food for thought along this 
line. If you will pin the coupon to your letter- 
head and mail it, your copy will reach 


the first time all the fac- 


COMPLETE NAME AND DATA WRITING SYSTEMS FOR BUSINESSES OF ALL KINDS AND SIZES 


agents are urged to you without delay—and, of course, o 
without obligation. a 
o 
-™ “ 
ADDRESSOGRAPH COMPANY a : 
a . . ‘ a o 
Division of Addressograph - Multigraph Corporation, Cleveland, Ohio & ra 
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in industrial advertising and marketing 
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KEITH J. EVANS 


An Asset—Salesman | 


Rich in Information 
I have read quite a bit about the | 
fact that the advertising department 
should help the sales department and | 
cooperate as closely as possible. 
However, there seems very little | 
that we can do along that line and | 
wonder if you might have some prac- | 
tical suggestions. 
ADVERTISING MANAGER. 


There are so many ways in which 
the advertising manager can help 
the sales department that once you | 
get started it would be necessary to} 
watch that you do not spend all of | 
your time in sales work instead of | 
advertising. 

Here are a few that may be of 
interest to you: | 

1. Sales managers are busy urging | 
and inspiring their men to get busi-| 
ness today. For that reason they | 
do not always have time to take care 
of the general educational work that 


the general informational service 
that is also so helpful. This provides 
two opportunities for you: 

A. Continually look for general in- 
formation of value to your customers 
and therefore of value if your sales- 
men can present this information to 
your customers. Brief the material 
very neatly and carefully and pro- 
vide this service to your sales man- 
ager who may send out bulletins 
along this line at regular intervals. 
The salesman who is rich in infor- 
mation, not only regarding his own 
product but has general information 
regarding the field, has a distinct ad- 
vantage over the salesman whose in- 
formation, and therefore his conver- 


|sation, is more limited. 


B. Of course, even more impor- 
tant than general information is the 
specific information regarding pro- 
ducts, applications, etc. While this 
work is often handled by the sales 
department, a great many sales de- 


manual is handled and prepared by 
the advertising department. The 
preparation of a sales manual is 
likely to bring you in touch with 
many new points and features that 
can be developed in your advertising. 

2. Study of old and new products. 

3. Study of old and new possible 
markets. 

4. Analysis of sales to those mar- 
kets. 

5. Sales promotion cooperation—ty- 
ing in your advertising with personal 
calling, sending copies of advertis- 
ing to salesmen and thus making 
sure that they are fully acquainted 
with the work you are doing. 

These and many other activities 
may be carried on that will bring 
you in closer touch with the sales 
department and make you a more 
vital part of your selling organiza- 
tion. 

vy¥s sy 


Clever Use of Envelope 

One of our competitors is using the 
back flap of his No. 10 envelope for 
a line of advertising. 

Do you consider this good adver- 
tising or does it have a cheapening 
effect? 

ADVERTISING MANAGER. 


If a line along the back flap of an 
envelope is carried out in rather neat 
fashion, it should not have a cheap- 
ening effect. However, most of those 


THE CINCINNATI CONFERENCE OF NILA. A. 


Is Right Down Your Alley 
and you’ll make a ten-strike 
each of these days: Sept. 20-21-22 


OU may be an industrial 
advertising manager, a 


sales manager, an assistant, or 
an ambitious fellow “coming up 
the line.” You may think in 
terms of advertising and sales 
promotion; or you may live 
your days in a high, wide at- 
mosphere of industrial market- 
ing. It makes no difference 

. the Cincinnati Conference 
of the National Industrial Ad- 
vertisers Association is for YOU. 
Every phase, every aspect, every 
vital department of industrial 
marketing will come in for its 
share of the spotlight at this 
one convention of the year built 
expressly for industrial men— 
men absorbed in marketing and 
advertising from industry to in- 
dustry. 


The program in Cincinnati will 
he practical, intensely practical. 
“Greg” Starbuck, first vice-pres- 
ident of NIAA will see amply 
to that. There will be fewer 
talks and more free, open dis- 
cussion of your problems and 
the other fellow’s. There will 
be Check Chart sessions, in 
which every function of indus- 
trial advertising will be ripped 
wide open and analyzed. You 
will find yourself jotting down 
notes, copious notes, to take 
home and apply to your work- 
aday tasks. 


One-hundred-cents-on-the-dollar 
value is what you will derive 
from the Cincinnati Conference 
of NIAA—plus individual meet- 
ings of common minds and good 
fellowship. Everybody gets ac- 
quainted with everybody else 


at an NIAA conference; and 
everybody profits from this 
three-day concentrated meeting 
of industrial marketers and ad- 
vertisers. 


Entertainment at Cincinnati 
will be “the like of which you 
have never seen before!” The 
traditional “tea-party” will out- 
Lipton Lipton. The annual 
banquet in the magnificent Hall 
of Mirrors of the nationally- 
famed NETHERLAND-PLAZA 
HOTEL will sparkle with wit. 
tempt with fine foods, and 
brush dull care away with many 
interludes of brilliant entertain- 
ment. And much else that we 
cannot divulge this early. 


The old NIAA is waking up. 
Its eyes are bright with prom. 
ise for the Cincinnati Confer- 
ence. It will instruct you, in- 
form you, divert you and 
capture you altogether when 
you come to Cincinnati—the 
city of old-world color and new- 
world energy—next September 
20-21-22. Use the coupon to tell 
us even this early that you are 
interested and want to attend. 
We wish to know who you are, 
what you are thinking about, 
and especially, whether you are 
thinking about joining us in this 
tremendously important con. 
ference of the Reconstruction 
Era. Coupon, do your duty! 


CINCINNATI CONFERENCE OF THE NIAA 


At the Famed Netherland-Plaza Hotel —September 20-21-22 


Howard Barrows 


William McFee 


> : “Greg” Starbuc 
President General Chairman Program nek og 
Entertainment 
H. V. Mercer Kenneth Hunt Kenneth M 
Exhibits Attendance . Pubic 
Promotion 


Cc. W. Riefkin 
Transportation 


MS COUNT MEIN, TENTATIVELY! rr 


Allan Beach 
Registration 


Allan Beach, Secretary, NIAA 
c/o Littleford Bros. Co., Cincinnati, Ohio 


It looks as though I am going to 
attend the Cincinnati Conference 
of NIAA on Sept. 20, 21, 22, and 
I want you to keep me supplied 
with information. This is (is not) 
a reservation; but it is a definite 
expression of interest. I am a 
(member) (member-at-large) (not 
a member). 


PRMNE peice diene ohne ane 


ere 


Address 
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that we have seen do not look so 
good. 


One very safe and sometimes satis- 
factory alternate is to place some 
small characteristic figure or trade 
mark on the back flap of your en- 
velope. In this way you gain through 
repetition but do not tend to have 


FIELD'S 


for 
ae 
Furniture 
a cheap mail order looking style of 
envelope. 


A better and even more clever use 
of the envelope, we think, is to use 
a slogan on the front in connection 
with your stamping machine. An 
example of this is illustrated here- 
with. The special hub die costs $30 
and the electrotype slogan $10. 
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Advertising Manager as 
Personnel Director 
We have not had a personnel man 
in our plant for some years now, and 
I have been wondering why it would 
not be possible for the advertising 
department to take over some of 
these duties. 
Have we any precedent on this? 


ADVERTISING MANAGER. 


There is plenty of precedent. We 
know a number of advertising man- 
agers, a principal part of whose job 
is to take care of the spirit and gen- 
eral good-will of the organization of 
which they are a part. 

Under this heading comes the com- 
pany magazine, company clubs and 
organizations, company parties, pic- 
nics, etc., and many other activities 
that make for satisfactory employees. 

One simple but effective suggestion 
includes a simple note to employees 
as they pass their 10th, 15th or 20th, 
etc., year of service. Some compa- 
nies make a special point of having 
ceremonies or celebrations of these 
events. While such activities are not 
out of keeping, most men would 
probably prefer a mere recognition 
of their length of service, such as a 
note from the president or other 
official. 


7 FF F 


Who Prepares Copy on 


No Discount Publications? 

We have an advertising agency but 
have only been having them prepare 
copy for publications that pay agency 
commission. 

Is it reasonable to ask them to 
also prepare copy for publications 
that pay no agency commission? 


ADVERTISING MANAGER. 


Usually there is enough duplica- 
tion so that you might ask your 
agency to include a few publications 
that do not pay agency commission. 
However, if it is not practical to 
duplicate copy in a number of pub- 
lications, then it would seem only 
fair to pay the agency a commis- 
sion on the publications that do not 
allow a commission. 

Usually there is so much more to 
be done in the industrial advertis- 
ing field than take care of publica- 
tion copy that a service fee also is 
charged totaling 15 per cent on the 
total publication space and 20 per 
cent on direct mail. In some cases 
an additional service charge is made 
when an agency is requested to help 
prepare sales promotion and sales 
manual material and help generally 
in the general marketing responsi- 
bility. 

Many agencies at the present time 
are getting away from the 15 per 


cent on publication idea because jt 
tends to keep them to that one joh 
and spoil them for the general goog 
of the manufacturer. 

It is far better to have an agency 
on a service fee basis so that it wi) 
take just as much time and interest 
in one type of job as another. 


7 = | 


Checking Results 


What methods are being used by 
advertising managers selling to in 
dustry in obtaining reports on the 
value of advertising from their sales 
organization? 

ADVERTISING MANAGER 


There seems to be less facts and 
figures available these days on tangi.- 
ble results of advertising, probably 
because advertising has been able to 
show very little in the way of di. 
rect results during the past period. 
| However, now we are hearing much 
more regarding the numbers of re- 
plies from direct mail as well as the 
cost per inquiry from general indus- 
trial advertising. Records of results 
are secured in a number of ways: 

1. Record of inquiries is made by 
the central advertising department 
and cost of inquiries tabulated and 
compared for various mediums. 

2. Branch offices and salesmen are 
asked to report the source of in- 
quiries and orders. 

3. One manufacturer recently sent 
a questionnaire to the last 400 new 
customers inquiring as to how they 
happened to place an order with it. 

A cross-sectional study of all of 
the results from all of these methods 
usually forms a good guide toward 
future efforts. 


Lubrication 
School Seen 
As Sales Aid 


New York, July 3.—What might be 
called a “planned apprenticeship” 
carrying with it a three-phase result, 
with a sales angle, was suggested to 
refiners of industrial lubricants in 
an editorial in a recent issue of /n- 
dustrial Equipment News. 

The editor suggested that the 
lubricant manufacturer start a school 


engineering schools to attend. The 


application, purposes of lubricants 
themselves, advantages of select lu. 
bricants as against those bought on 
strictly a price basis. 


| Advances Other Ideas 


It was further suggested that the 
schooling go into the fundamental 
causes of machinery failure, ground 
the men on the possibilities in pre 
venting maintenance, train them 
where to look for impending trot: 
ble and how to guard against it, and 
at the end of the course assist il 
bringing these men to the attention 
of industry as trained oilers. 

“From the side of industry,” the 
editorial concluded, “‘we would fore 
cast a hearty welcome to knowledge 
of the availability of oilers traineé 
by lubricant experts. For the lubri 
cant maker there is the opportunity 
to bridge the present industrial 84? 
between the recommendations of hi! 
expert lubrication engineers até 
actual control of application of th 
recommended lubricants. For th 
graduates of such a school lies th 
opportunity to fill an engineering P° 
sition in the modern manufacturité 
plant that is growing in importan 
with industrial mechanization.” 


PrLEGT 


upon request. 


17,000 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


90 West St., New York, N. Y. 


Whatever your product, if it’s used by the fleets, we probably have 4 
survey that will interest you. Recent ones include pistons, piston rings: 
jacks, lifts, etc.; welding and cutting; radiators. 


OWNER 


They may be 


a 


for oilers, inviting select men from | 


men would be instructed in the fun | 
damentals of correct lubrication, its | 


ee ee 


, ; peak Fe Dey oe < Se | : ee fa ate tee Se cue er ee = Wa pe a P 
~ “ re. ie ee se s is, A koe rane a . ee A SS SY ; io ; ; dee ; } 3 ‘ i . : ss P' 
4 
: 718 8 Pe fF 
E € en a ae a 
2 > ——— eee” eee emenammeemnsememeemmeeacammannmaaniat Canina aa —— : 
a | 
| . a ee 
es ee | — 
‘ 
-_ 
“. 
= 
“a 
.. 
a = 
4 aie 
See 
a = 7 
Pay 
d “a 7 
& a 
as 
& ae t | 
q Bre ( 
q # j 
weber: & 
ae : E : a | 
E is so necessary, or to give their men| partments appreciate it if the sales! Po 
é ey: 
Pah 
<p aie — 
— 9 ony A » 
a n CAs 7 
: is. Rare) 
hc fin - pr. = @ hie. 
F- ee de, : i 
' “a “ee 4. - ras | 7 
ae. a flee > 2 y 
’ PR - ‘ “+ 
—. ty » iy ee eee 
c = pra, SS ‘ Ih 
‘Sera — 
— 
, Re | 
P Se : 
j # | 
vy 4 
: 
ee 
poumene ts. 
ee” 
2 ane ee 
a 
F x soos cual | ‘ 
: Re | | 
i r Spat | 
7d Be i | 
seg eal Y 
. a Pe es 
bose, et ee 
ae a | on 
Feoghs oh ir 
peor ee pr 
: ae ae 
ae ee th 
a 
| . po = 
eee me 
= es Aan 
3 ae  * 
i. * y ' on 
4 ' 
' 
; 
: ; pO lee! 
i Sir 
: | pre 
Ee | Oe por 
: j ow) re pie 
Et 5 3 a 
rh Sanat ae 
_ 
a T 
P Se : ae bef. 
Sieger. 
er: whe 
= rg Its 
ei i 
on ee Sale 
- = 
_ ae 
— A 
oe | desc 
es | witl 
eee oe MEY. they 
= ee ? 
. ae IS@s 
a ; 
a ee aSthy 
i am 
> an 
a SE ale aZre 
ee fe. eer | — 
‘3 * fs east 
Bee on Ts f 
i Sear aes I 
‘ SD itt ’ hag}, 
ee — Bi] 
es SS See 
Bilt ie ate SS a5 the 
w3 emer SS eS 
ae ©) ) me De Lm em 80 Z Ype 
See Sea 9) eC) Te > , 
sn gl j It. -©;©) © O c- ap ae ~ Og 4 
a ‘ae Pap - “19 — ae 3) OUS 
Boa i if WE @z 
s: - = : — P; 
— : 8) 
tiga oe 1m 
a | 2 Eee B 
Wig Pou 
_ rc em : 
a 2 CRS ele toe 6H he 0 06 Swe Ebel e 66 Bae eS Eng| 
a & a _ a “ie 
aes C & IM 7-34 ee Ind 
ofa. — oe — — a —E t 
| ace eo eOO"e=DTDeDe=0aanaaaanw ies 
an tte te LL } 
Rae oy Ding 
-. eee . 
emer 5 ‘6 7 Brey 
se e a: ‘ 
The rs é taupe ’ 
i 
ee ee 
0 amg See ee se : es ag nm page aa Se / foe 
" lees Soe . " ie Pap ee eae on eR m > eu Gare gee ais + hip apa Saat * - z | eee ed é ¢ 7 n / ‘ : eae 
i RM Soo Ne Ce ee ee sia cae ei Chel pee be ey feos ent sep es ayig ey biciiay pitia ee iis? GS : sere i a Peake ties ay ‘ : Cs fc. ne Sas Sie I vt 3 ; 7 7 (Ss 
Se a eee erga im a eae Se ae OM ease ee te Ht lee SVs oe ga Mee og.” Cee aa RS eas ulti ik aks Meek, SReU ot Ae SEG © pre Tee sg ec een ME LS ee ol Leeann, RP Ma em A We Bee Mya me TY 
BR A deg UR so age ig AE son's ps) a RRR RR eat ona Ph Pre seg 0 tae PS) Aaa RIM Ea So 7 Reese ST NNW RM MAT En Fees Re, eRe = Noe > ca Nee Rem inegne es, Wace fy Dae AEN ON een Bee TENN eS Sy ee dec 5 gage TS 
PRR ave eet 2 ae Se! se a ae oo ae 18 > EBL SS awe See: pe Se ey eh ae RE Ni bey. aay Sis ats i oe fe AR eg, aie’ pest fe jae rai x Peo OF si ety ar eee ‘ech: ps. P58 
Pit yie Mane a res eet 3 s SS eto ee ee aie ny “tae | totes = ot Slat: SP, a pee es Eee ae RL De te gaat of pee gered eA STR yk ytd a yy ee Races, 
re ao any ‘. * = aed Woes : f li) cee 4 Yay ne SO a See oo Ae? ve BaF “are Pyseaiac Oe ery bel? fete ae 4 SPT” Ppa ee. en bee a ee Nk a: A Tn a a. 


it be 
hip” 
sult, 
id to 
s in 
f In- 


the 
»hool 
from | 

The 


fun § 


n, its | 
cants 
et lu 


ht on 


it. the 
rental 
round 
n pre 
them 
troi- 
t, and 
ist in 
ention 


the 
q fore 
wledge 
rained 
» lubri 
rtunity 
jal gap 
of his 
s and 
of the 
or the 
ies the 
‘ing Pc 
eturiné 
ortan¢ 


July 7, 1934 


ADVERTISING AGE 


ee" eee J ae 


VALVE BUYERS — 
GET ‘SAMPLES’ 
FROM JENKINS 


“‘Cytout’’ Proves Valuable 
Aid to Salesmen 


New York, July 5—The handicap 


imposed by the physical impossibil- 
ity of demonstrating an actual Jen- 
kins iron-body gate valve to a valve 
buyer has been largely overcome 
throwgh the use of a newly-developed 
photographie cutout, which has also 
served as the foundation of an ex- 


tensive advertising campaign reach- 
ing every industry using this type of 


The idea was born when a distribu- 
tor reported to the advertiser, Jen- 
kins Brothers, and the agency, Rick- 
ard & Co., on the way a buyer re-| 
reacted when he accidentally had the 
opportunity to make a physical com- 


The cutout stands 12 inches high and is 
printed in two colors. 


parison between a Jenkins valve and 
one of rival manufacture in a dis- 
tributor’s salesroom. The cutout has 
proved so practical as a sales aid 
that Charles Chamberlain, advertis- 
ing manager, considers it the ideal 
of demonstrating the valves 


means 


so large that they cannot be carried 
on calls to prospects. 

In designing the cutout, it was de- 
sired that it be the maximum size 
practical for inelusion in salesmen’s | 
porttolios and for use as a mailing | 
piece, and a height of 12 inches was | 
decided upon. 


Meets Instant Demand 
The trade learned of the cutout 
before it was ready for distribution, 
When copy appeared in Mill Supplies | 
(0 announce the selling aid was on | 
its way and to urge the jobbers’ | 
salesmen to make the fullest use of | 
It ollowing advertisements’ en- 
‘ourazed and instructed salesmen in 
the proper use of the cutout. 
At the same time the cutout was | 


lescribed to mill supply distributors | 
With personalized direct mail, and 
‘they were asked for definite prom- | 
ses of cooperation. Their enthusi- 


ast ic 


«sponse promised well for the 
ampaign at its onset. Over 50 of 
Jenkins’ most prominent distributors | 
“greed to conduct a drive on gate | 
uyers. 
Publication advertising to consum- 
“'s Teaturing the cutout was timed to 
i May issues, simultaneously 
‘he mailing of 35,000 cutouts to 
' €iilire list of prospects for this 
‘Pe of equipment and the forward- 
‘ stock of them to each supply 


valy 
‘dliVe 


Big List Scheduled 

itions carrying the  con- 
opy include American City, 
Wines and Spirits, Chemi- 
Metallurgical Engineering, 


‘ng News-Record, Factory € 

“Ustrial Management, Food Indus- 

_"*. Marine Engineering & Ship- 

“ed Age, Mill and Factory, Modern 
¢ 


National 


Engineer, Na- 


tional Petroleum News, Oil and Gas 
Journal, The Paper Industry, Piumb- 
ing and Heating Trade Journal, 
Power, Power Plant Engineering, 
Railway Mechanical Engineering, 
Southern Power Journal, Textile 
World, Universal Engineer, and Wa- 
ter Works Engineering. 


Used by Salesmen 


The theme of the consumer publi- 
eation copy is, “See what Jenkins 
offers.” The use of the cutout as an 
aid in making a comparison of the 
product is explained and readers are 
urged to ask their mill supply house 
to give them the cutout. 

For distribution to salesmen, the 
cutouts are packed in envelopes of 
10 and shipped in bulk to the mill 
supply distributor. When the sales- 
man gives away the first 10, he picks 


up another envelope on his next stop 
at the office. 


The cutout is in the form of a 
folder. The cover illustrates the ex- 
terior, and the third page is a photo- 
graphic view of a cross-section of 
the same valve. 


Page two bears a comparison 
table listing all the points of the 
Jenkins product and_ providing 
space for the buyer to check off 
these points against rival makes. 
The slogans of the publication ad- 
vertising, “Look at all makes . 
compare them point-for-point, and 
price against price,” and the efforts 
of salesmen are directed toward in- 
ducing the buyer to go to work on 
the chart in the belief that it is but 
one short step from that point to 
the sale. 


: | Mr. 


Muir iii 
NRA Theory of 


Higher Prices 


Chicago, July 5.—A spirited de- 
tense of the pricing policies of the 
National Recovery Administration 
| was voiced by Malcolm Muir, presi- 
| dent of McGraw-Hill Publishing Com- 
pany, in a recent address before the 
|Chicago Association of Commerce. 
Muir reiterated the belief that 
ook toe buying power is the key to 


good business. 

“Lack of profit due to cut-throat 
competition,” Mr. Muir pointed out, 
“has led in the past to a downward 
|spiral of less profits, less wages, 


| 
‘fewer consumers and 


Why Don’t You 
KNOW MORE ABOUT PAPER? 


ing power, which is one of the great 
contributory causes of most of our 
depressions. 

“Fair prices and fair profits are a 
protection to employers, employes 
and the public. From profits thus 
made have come largely the funds 
that provide the money for the pur- 
chase of capital goods, thus adding 
directly to employment in those in- 
dustries and indirectly affecting our 
whole purchasing power.” 

Mr. Muir admitted that low prices 
build a larger volume of business by 
stimulating consumption, but he 
argued that low prices are beneficial 
only when they permit a fair profit. 

Obsolescence in the industrial field, 
he said, has reached an almost “in- 
tolerable condition.” The necessity 
for modernization for competitive 


less purchas- | purposes has become acute. 


eee For that matter why should you know more about paper? If you 
are an advertiser, or a printer, you are dealing with all of the component details and 
raw material that go together in printing. 


But we know and you know that halftone printing papers, coated and plain, are 
the technical papers of the paper industry. They take great skill to make and they 
take great skill to use them. More than that they take good manufacturing methods 


if they are made well and they take good equipment for good results. 


The reason you don’t know as much about paper, whether you are a printer or 


advertiser, as does the man closely associated with the manufacture of paper, is the 
very technical nature of this product. 


No one has a right to expect you to be able to properly judge the quality of 
one paper or another at sight, but of course, you are supposed and credited with 
knowing how to judge the results. 


There are some people who believe that is all that is necessary, but since paper 
has to be bought before it is used, and since you can’t look over every sheet before 


you use it, it comes down to a consideration of the reliability of the source from 


which the paper comes. 


The reliability of the Champion Mills as a major source for coated and un- 
coated printing papers and cardboards is supported by the ten-year program con- 


ducted so far toward attaining leadership of plant equipment of the most modern 


that progressive research can produce, manufacturing methods that are far in the 


lead due to research, and to the will of the management to obsolete equipment and 


methods as soon as it is justified by cost reduction or quality improvement, one or 


the other or both. 


In addition to paper merchant service which is available to you in your locality, 
the Champion Mills has the time, has the men, has the desire to give you technical 
service, answer your question, aid you in your problems of application of paper in 
coordination with other details in the work you may be doing. And any submission 


of these problematical questions with information as to what you want to obtain will 


be given sincere attention by technically experienced men at any time you may care 
to present them to the Champion Mills. 


Address your communication to General Sales Department, 


at Hamilton, Ohio, or Sales Division 


Offices listed below. 


THE CHAMPION COATED PAPER COMPANY 


Hamilton, 


District Sales Offices: 
New York, Boston, PHILADELPHIA, CLEVELAND, Cuicaco, St. Louis anp CINCINNATI 


MANUFACTURERS OF COATED AND UNCOATED ADVERTISERS’ AND PuBLisHERS’ Papers, Bonn AND CARDBOARDS 
Pounps a Day 


. . Over a MILLION 


Advertising Age and Class & Industrial Marketing are printed on Champion papers 
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SPACE BUYER’S GUIDE 


ne | | A Classified Advertising Section for Industrial, Trade & Class Publications 
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Le *) Baking field. First publication on nine out of ten lists. | Lumber Tractors 
A Read by most of large foreign implement import- 
a a scene —E ers all over the world. FARM IMPLEMENT NEWS 
BAKERS’ HELPER AMERICAN LUMBERBAN 131 S. Dearborn St., Chicago. Established 1883 

830 S. Wells St., Chicago. New York, W. F. Leg- . 431 8. Dearborn St., Chicago, Ill. eens For the trade in farm operating cquigment. — 

gett, 10 E. 39th St., Caledonia 5-5503 Established | Grain and Feed 1873. News of national scope embracing al branc ing implements, hardware, tractors, tractor - 4 

1887. The oldest American bakers’ magazine. Exi- of the lumber epee Th ig ag ME —, nom. aon, ne nee | A... ae ee ane 

ial slicy: Ald for bakers in all phases of pro- | newspaper particularily edite o : 1G€ | bi-weekly, iursday s 

‘ er aan bus iness. m - agement. bacneans cuttaet- | GRAIN & FEED JOURNALS CONSOLIDATED destinies of large enterprises. More than 100 paid| Type page size, 744x10%. One-time rate, $120 
ties on staff. Circulation—87% directly into bak- | 332 S. La Salle St., Chicago. A merger of Grain | correspondents located in the principal lumber pro- | yiember A. B. C. The only national paper in the 
eries. Advertising—resultful, reaching major buying | Dealers Journal (established 1898); American Ele- | ducing and marketing centers supply late happen-| general tractor field. Far in the lead on tractor 
power of the industries Includes most prominent| stor & Grain Trade (established 1882); Grain] ings each week Special features provide merchan- | equipment advertising. Read by all tractor manu 
advertisers Reaches bakery buyers at low cost per| World (established 1926), and The Price Current- | dising ideas, legislation at Washington, transporta- | facturers. Has national jobber and distributor cir 
thousand takery experts analyze and make baking | Grain Reporter (established 1844). Published sec- | tion matters, markets and — regarding lumber- | cylation. Dealer ctpeuigtion se ee 
tests Isued every other Saturday Forms close 10| ond and fourth Wednesdays of each month Final | men and lumber concerns. gency commission, | ritory, Also issues actor e Book, 

dave procedina ay page 7x16 Page rate: 26 | forms close Saturday preceding publication date. | 15%, when complete plates are furnished, otherwise | July. 

times, $100; 13 times, $110 Half-page rate: 26 | Paid circulation exceeds 5,000; total, 6,000 To op 10% with 2% for cash. We invite inquiries for 

times, $55; 13 times, $62. Subscription, $2 a year. | erators of grain elevators, feed grinding and mixing | rates and surveys. 

Member A. B. P. and A. B. C plants, field seed handling and processing plants 

aie These flelds are reeognized as the largest users of 
Ate i - | complete elevating, conveying and power trenemit- Vilk s 
“a BAKERS’ REVIEW ting equipment, and all other equipment for the | J ¢ 
3 830 W. 42nd St New York City; Chicago office, handling and processing of ~~ seeds and n u S r | a 
Chas. B. MacDowell, manager, 11 8, La Salle St. | for the grinding ard mixing of feeds. MILK PLANT MONTHLY 
Established 1898. Filled from cover to cover with 2907 : ’ , 
327 S. La Salle St., Chicago. Covers fluid milk 
brief, authoritative articles, everything in a con- : * 
. . industry, Read by milk plant owners, executives, ” 
f else and quickiy assimilated form, Complete a scientific and technical staff, managers, etc. Pub- 
erage—over 30,000—reaching every bakery owner in| Hotels lished on the Sth. Forms close 15th preceding ] 
the country at lowest rate in this Geld. four-tenths Type page size, 7%xl0. Subscription, $2. For- 
of a cent per reader. Maintains laboratory for bak alan aaa Cane. On bee ne ‘c aes 
= > “ oo ane actical baker £ Tr 1ada, " } nbe ° . ° 
' ee tests supervised by chemist oe a = THE HOTEL MONTHLY commission, 15%. when Lills are paid in full by 
q sagen ooo S. ete ant 1 "ie aes 12 950 Merchandise Mart, Chicago. Published 15th | 20th of billing month. One-time page rate, $100; 
; Pm eizo. a pag a _" gf wong * $35. of month. Forms close Ist of month. Type page. | half-page, ms — a. $35 agg Hae ~ 
- “rhe rg sae F P 25; - ; | page, $85; half-page, $45; quarter-page, $26. In : 

Member Controlled Circulation Audit. a Cone ee le. Mt sorts 30% of earned pot rate. P Representatives Sept. 18-20. Association of Iron 
ain a — ——— } count, 15%. Subscription, $1. Leading hotel tech- | New York and San Francisco. and Steel Electrical Engineers Con- 
} BAKERS’ WEEKLY nical journal Has held the confidence and respect : z Lage : . 
5 We. QO Be... Mow Yesk: Chtcens Gflen, 000 20. | ee es ele bee ae P vention and Exhibit, Public Audi- 
Ne ork; cag , « N.} ence by most of America’s leading hotel men 1 aper A . 

ge Ave. Published ores ageuneee. ‘ sunente- subscribers represent a group directly sespensibie for I torium, Hotel Statler, Cleveland. 
; on, $2 a year. orms close days in advance | t} nding of almost a billion dollars yearly. em- » a — 

. aT pabiication” fetes: less then Uaee seams male Tee ee ee are ee ae ee ENVELOPE & SPECIALTY | PAPER INDUSTRY| John F. Kelly, managing director, 
within one year, $150 per page; 52 pages within one| reagy of Circulations’ statement. John Willy, Ine., N. abash Ave., Chicago. + es ig ittsburel 

year, $100 @ page. Type page size, 7x10. Member publisher 1010 Empire Bldg., Pittsburgh. 

Audit Bureau of Circulations and Associated Bust- ~— 

ness Papers, Ine Largest net ald circulation in : 94.9 "doer “nite 
| field, lowest advertising fate per thousand paid sub- Purchasing Sept. 24-28. American Hospital 
scribers Operates completely equipped Experimental Industrial Association, at Municipal Audi- 
; Bakery and Laboratory In New York headquarters ‘ . A Z 

with staff of full time chemists and expert bakers. MACRAE'S BLUE BOOK torium, Philadelphia, Pa 

Inquiries invited regarding industrial requirements c (America’s Greatest Buying Guide.) Used by the 

Pa and marketabil ty of any produ ti reports submitted BANSFASTURENS Re oro ; aa napertons a Saeed ume bay 2 ui te, Sept.28-Oct. 1. Industrial Exposi- 
‘ without obligation to manufacturers or agencies Baltimore, Md. For 52 years South's leading In- in y istry, including manu urers, j rs, ; - 
me: a —— * ad dustrial, consiruction and business paper. Published oe and bentinted railroads, public Rae = tion at Convention Hall, Asbury 
monthly 5th of each month. Forms close 8 days | ‘actors, architects, engineers, exporters, chambers . , “ee 
Breweries preceding Type page, 7x10 inches. Financial and of ee publie libraries, ete. Circulation, ark, N. J. W. Earl Hopper, 
st special one-time advertisements, $150 a page. One rane more then 50 ber cent greater — any director 
y MODERN BREWERY time page rate, $126; 48-page rate, $96; 12-page somew lat similar pub icat on. Over three thousand 3 ° 
‘ate, $112. No commissions. Subscription price, | pages of valuable information, typographically com- Fhe 
Published monthly by Modern Brewery, Inc., 205 E. | $2. Distribution, 8,000 copies monthly, of which | Pact. Pages, $375; half. $225; quarter, $125. An- Oct. 1-5. National Metal Congress 
42nd St., New York City. Covers the entire brewing | 45% are South. Reaches executives and operative | QUally, May 1. 18 E. Huron St., Chicago; 51 Mad- | = as hority 
one oerd_cotuerion, i. a mets chee officials of South's important industrial, railroad, | ‘son Ave., New York. and Exposition, at Port of Authority 
over 4500. ublishing date, teen of each | financial, public utility, engineering and construc- - y 
pg se bh ne esis vay tion enterprises, as well as public officials, -_- Bldg., New York. 
, : pages total, 4 Re; tects, engineers, contractors and others in direct ei —F 
Bs pages, $126 per page, and less than four pages $138| chirge of the South's important activittes. About | Refrigeration Oct. 812. Third A oe eh 
’ per page. Advertising copy should be received by | 45 j99 items are published annually in the Daily ct, Se ure merican xposl 
x Drouf Is desired. prior to publication date when | (onstruction Bulletin, which ig sent to regular ad- 
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THE WESTERN BREWER, NATIONAL BREWERS’ 


(Established 
o., 431 8. 


1876), published by H. 8 Rich & 
Dearborn St., Chicago, Ill A monthly 
journal devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $46; one-quarter page, one 
12 times, $25; one-eighth page, one 
12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
eeived five days prior to publication date, 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
@ dominating factor in the trade. Size of page, 
0x12 inches Page rate, one time, $90; 52 time 
rate, $78; half-page, one time, $48; 52 tims, : 
Quarter-page, one time, $26; 52 times, $21 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., fll., is the Official 
Advertising Medium products and has 
the largest any dental publica- 
tion Total circulation, 36,752 The Journal ts 
issued the first of each month Forms close first 
of month prior to publication. Type page, 4%x7% 
tnehes. Yearly rates: One page, $112.20; half-page 
$6..15; quarter-page, $42.50; eighth-page, $28.90. 


Chicago, 
for dental 
paid circulation of 


Furm Implements 


FARM IMPLEMENT NEWS 
431 S. Dearborn St., Chicago. 
jobbers and dealers interested 
tors end other farm equipment 
weekly, Thursday Closes 7 days 
page, 7% x1044. One-time page rate, $120. Mem- 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 


For manufacturers 
implements, trac- 
lines. Issued bi- 
preceding. Type 


in 


vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 

Including the Natlonal Underwriter, 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; ‘The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70.000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world Several memberships in A 
B. C., A. B. P. and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


weekly, fire and 


Liquors and Wines 


BOWNE’'S WINES & SPIRITS 
Published monthly by Modern Distillery, 
E. 42nd St., New York City. Covers 
liquor and wine industries, Publishing 
of each month. Type size 7x10. 
within one year $100; 8 pages total, 
$126 per page, 


Inc., 205 
the entire 
date, tenth 
Rates, 12 pages 
$116 per page; 
and less than four pages 
per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


-nc 


MIDA'S CRITERION 


Published by the Gillette Publishing Co., 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad 
Circulation—Complete coverage of the liquor and 
wine tield, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 


Daily 


to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 


lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


CW 


TRADE MARK REG US PAT OFF 


. 
Write or phone 


1322 SOUTH WABASH 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 


Telephone Calumet 7200 


us for samples 


AVENUE—CHICAGO 


ICE AND REFRIGERATION 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891 Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
stute trade organizations, It circulates among plant 


owners, plant managers, architects, consulting and 
operating é€ngineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 montha. 
Type page. 7%xl0% Inches. Circulation sworn, 
net paid, 5,743. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publisning Company, 400 
W. Madison St., Chicago, Ill. 


Seed 


SEED WORLD 


325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers. farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U.S. Department of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
dion, §=15% Subscription price, $2. Write for 
sample copy, rate card, circulation statement ano 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory, 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabast 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercia) 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest Because advertising pages share extraordi 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases Acdiver 
tising rates and circulation statement on request 


TELEPHONY 
Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi 
cago, telephone Wabash 8604. Contains the tele 
phone industry 3 news and articles on plant, traffic 
commercial and engineering subjects It is there 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers 
plant men, chief operators, wire chiefs and linemen 


Subscription, $3 per year. Type page, 7x10. Circu 
lation, 5.815, divided: Bell companies, 868; Inde 
pendent companies, 4.947. All regular ad ertiserr 


are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex 
changes and buyers of material. Advertising rates 
sample copy and breakdown circulation § statement! 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer 
iea."" Member A. B. C. Published weekly; issuec 
Thursday. Last forms close Saturday noon preced 
ing publication date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agent: 
furnishing contracts and copy service; circulatior 
statement furnished on request; subscription price 
$4. 


tion of Brewing Machinery, Ma- 
terials and Products, at Grand Cen- 
tral Palace, New York. 

Oct 15-20. Dairy Industries Ex- 
position, at Cleveland, Ohio. 


Oct. 15-20. Eleventh Southern Tex- 
tile Exposition, at Textile Hall, 
Greenville, S. C. 

Oct. 1-5. American Society for 
Steel Treating, at Port of Authority 


Bldg., New York. W. Eisenman, 
secretary, 7016 Euclid Ave., Cleve- 
land, Ohio. 

Nov. 12-16. National Hotel Expo- 


sition at Grand Central Palace, New 
York. Charles F. Roth, manager. 


Nov. 12-16. National Convention 
and Exposition of American Bottlers 
of Carbonated Beverages, at 106th 
Armory, Buffalo, N. Y. 


Dec. 3-8. Eleventh National Expo- 
sition of Power and Mechanical En- 
gineering at Grand Central Palace, 
New York. Charles F. Roth, man- 
ager. 

Feb. 11, 1935. Third National Knit- 
wear Industrial Exposition, at Grand 
Central Palace, New York. A. B. 
Coffman, manager. 


““Power’’ Marks 
50th Year with 
326- Page Issue 


New York, July 2. 
niversary of Power, published by the 
McGraw-Hill Publishing Company, 
was celebrated with the June issue, 
a 326-page book devoted to the past, 
the present and the future of power 
generation. It contained 375. illus- 
trations and had 42 pages in color; 
234 pages were devoted to advertis- 


~The golden an- 


ing. 
In preparation of the leading 
article, “The Story of Power,” almost 


a hundred sources were consulted for 
the material and data it presented, 
referring to dates as far back as 150 
B.. G, 

The issue was dedicated to Fred R. 
Low, observer and recorder of power 
progress for nearly half a century, 
and editor and editor emeritus of the 
publication for 46 years 


Dedicated to Service 


In his editorial presentation of the 
issue, Phillip Swain, editor, stated 
that the magazine was founded with 
a single aim—practical help to the 
men who design, build and operate 
plants to supply power to industry, 


was offered as another example 
that practical service. 

About 250 display advertisers were 
represented in the issue, many with 
color spreads, and others with larger 
space, running as much as eight 
pages. Gold was attractively and ap. 
propriately used by several advertis. 
ers. The copy in many cases treated 
the advertiser’s prominence and long 
standing in the industry; most of jt 
was highly pictorial. 

James H. MeGraw, who joined the 
publication immediately after it was 
founded in June, 1884, is still active 
in its direction as chairman of the 
board of directors of the publishing 
company. 


of 


‘‘American Gas Journal”’ 
Has 75th Anniversary 


Reaching a ripe old age for indus- 
trial publications, the American Gas 
Journal published its 75th anniver 
sary issue in May. 

The editorial content of the issue, 
replete with illustrations, is made up 
of much interesting and _ historical 
data on the development of gas for 
illumination and industrial purposes, 
and gas appliances. 

Many page advertisements in the 
issue congratulate the publication on 
the service it has rendered the gas 
industry. 


then what? 


Arrer the economic con- 
ference — after Internationa! 
debt settlement — after 


upturn—after whateve 


mort 
r you're 
waiting for—what will you do’ 
The turn of events commands 
“Torward, March!” and _ lack 
of plans will soon be costly. 

There will be 


stumblers 


for 
when the inevitable 


no time 


gold rush to new prosperity bé- 
gins. The prizes will go to 
That 


goes for readiness as to prod 


those who are ready. 


ucts, sales methods, market 
knowledge and advertising 
plans. 

Perhaps an organization wit! 
wide industrial experience, ik 
could have you all pre: 
pared to go places and do thing 
when your zero hour strikes 
Isn’t it at least worth discussing 
now before you get too busy? 


0. §. TYSON 

AND COMPANY, Ine 

CLASS & INDUSTRIAL 
ADVERTISING 


ours, 


ade. 


New York, 
N.Y. 


Member A. A. A. D 
TYSON-RUMRILL ASSOCIATE Y 
41 Chestnut St., Rochester, **: — 
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CINCINNATI INDUSTRIAL MARKETERS TAKE TIME OUT |<t of the advertiser who first used 


its likeness. 


| 


Mr. Rickard warned against over- 


| advertising. 


| 


P } 
“Trying to cover all of the poten- 


tial market has probably dissipated 
more advertising appropriations than 
any other error,” he said. “It is like 
demanding that a limited sales force 
comb the entire country for busi- 
hess. 

“To my mind the first thing for 
an industrial advertiser to do is to 
plan an advertising program com- 
plete in every particular, publication, 
direct-mail and follow-up, and then 
cover just as much of his potential 
market as a reasonable appropria- 
tion will permit. In the case of 


nized leaders. 

“If you can convince the readers 
have to offer, it is probable that you 
Don't 


of available business. 


does, 
may 


and wealthier competitor 
matter how strongly you 
tempted to do so. 

“While business recedes in a 
pression period, product 


improvement proceeds at a steadily 
increasing pace. This means that 


Tuning Up for the Cincinnati Conference of N. I. A. A. 


The Cincinnati Association of In- 
dustrial Marketers held its annual 
outing last month at the Hyde Park 
Country Club with 34 at the banquet 
table in the evening following a hard 
day on the golf course. 


The blind bogey tournament which | 


featured the day ended in a tie be- 
tween Alex. Thomson, Jr., Champion 
Coated Paper Company, and Allan E. 


Beach, Littleford Bros. Beach won 
the toss-up. 
The top picture above shows, left 
right: William Biddle, former 
president of both the Cincinnati As- 


sociation of Industrial Marketers and 
t Direct Mail Advertising Associa- 
William E. McFee, president, 


COPY LACKING 
IN SINCERITY 


Continued from Page 1) 


ie admonished. “In the case of a 
llachine, a device, or an advertise- 
luent, the more closely it attains 
‘Inplicity the more closely it ap- 


proaches the maximum of efficiency. 
‘ompare, for example, the electric 
(ynalo, the sewing machine, the 
ne, the radio receiver of to- 
vith the original conception of 
ventors. 
the pages of a few impor- 
siness papers and note the 
of advertisements which 
have no beginning and no 
Maing advertisements that look as 
igi: the men who prepared them 
en text, illustrations and 
mixed them in a cocktail 
ind then dumped them out 
page, 


Nel | 


Becomes Confusing 


Ontusingly displayed adver- 
Ising almost certain to be accom- 
nye 'y confusingly worded, com- 
asing. Disorderly appear- 
tisements are the products 


Cincinnati Association of Industrial 


Marketers and chairman of the com- | 


for the Cincinnati Confer- 


the HN. 2. A. A: 


mittees 
ence of 
Cincinnati Conference of the N. I. 
A. A. 
| American Rolling Mill 
| Middletown, O. 


Company, 


right: Allan E. Beach, Littleford 
Bros., secretary-treasurer of the N. 
| I. A. A. and of the Cincinnati Asso- 


ciation of Industrial Marketers; Gor- 
don M. Schwarz, The Bohnette & Co.; 
Clarence Nuckels, 


The Bohnett & Co. 


of disorderly thinking—of minds un- 
trained to reason things through to 
a logical conclusion.” 

| Mr. Rickard discussed 
matization” of advertising. 

“When used skilfully and appro- 
priately, dramatization is most ef- 
fective,” he said. “It must be re- 
membered, however, that dramatiza- 
tion is a double-edge sword which 
must be used with discretion. There 
is an ever-present danger that the 
drama will command attention and 
be remembered, but the product ig- 
nored or forgotten.” 

He pointed out that it is seldom 
possible to dramatize a device or a 
material, but only its property, func- 
tion or 
a negative manner. When it is pos- 
sible only to dramatize a function of 
the product, such dramatizations are 


the ‘“‘dra- 


equally appropriate for all other 
products possessing similar proper- 
ties. 


Danger of Dramatization 


To illustrate the dangers of dra- 
matization, Mr. Rickard recalled that 
one general advertiser used the pic- 
ture of an elephant to indicate the 
strength of his product. Others liked 
the idea so well that whole herds 
of elephants were shortly tramping 
through the advertising pages, so 
that it is doubtful if any reader as- 
sociated the elephant with the prod- 


S 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Pecalists in Sales Promotion of Electrical & Mechanical Products 


Chicago, Ill. 


Harry V. | 
Mercer, chairman of exhibits of the 


The two latter are with the. 


In the lower picture, from left to | 


Post-Glover Elec- | 
tric Company; and Albert Bicknaver, | 


business papers, start with the pa- | 
pers in each field that are the recog- | the load; but when these factors are 


of those papers only of the advan- | 
tages and desirability of what need, 


soon will have more than your share 
try to | 
use all the papers that your bigger 
no 
be | trating 


de- | 
invention, 
product development, and product | for the recipient to insert his name 


machines, materials, and designs that 
were satisfactory and easily salable 
a few years ago may be completely 
| obsolete and unsalable today. Spend 
what you will for widespread and 
skillfully prepared advertising, it is 
doomed to fail if your product is eut 
of date in type, performance, or ap- 
pearance, 

“Advertising also is no substitute 
for an inadequate, inefficient, or 
poorly managed sales force. Adver- 
tising is but one of the several fac- 
tors in successful selling. Given a 
good and modern product, and with 
all sales activities, including man- 
agement, market research, advertis- 
ing, and field’ selling, properly 
planned and coordinated, advertising 
will shoulder more than its share of 


uncoordinated the results are almost 
certain to be disappointing.” 

| aa 

New Catalog Issued by 


American Lava Corp. 


The American Lava Corporation, 
Chattanooga, Tenn., has issued a new 
28-page catalog describing and illus 
Lava and Alsmag made-to- 
|order ceramic parts for various in- 
| dustries. 
| In the lower right-hand corner of 
the cover a space has been provided 


| between the lines: 


Friends Fete 
J. M. Rodger 


Chicago, July 3.—John Manly Rod- 


Private Copy of 
If Borrowed, Return to Above. 


ger, recently appointed resident vice- 
| president of the McGraw-Hill Pub- 
lishing Company in Chicago, was the 
guest of honor at a surprise dinner 
| tendered to him at the Chicago Ath- 
| letic Club last night by the McGraw- 
Hill sales and editorial staff in this 
territory. te 
A golf bag and set of clubs were 
| presented to him on behalf of the 
staff by Gene Leslie, Coal Age. Fred 
Hudson, Engineering News-Record, 
was toastmaster, and arrangements 


were in the hands of A. Hauptli, 
Electrical World. About forty at- 
tended. 


Telegrams of congratulation were 
received from James H. McGraw, Sr., 
chairman of the board; Malcolm 
Muir, president, and many other ex- 
j}ecutives of the McGraw-Hill Publish- 
ing Company, and other friends of 
Mr. Rodger, who was identified by 
several speakers as a_ native of 
Union, S. C. 


Changes Name 
The name of the Gift and Art Shop 
|}has been changed to Gift and Art 
| Buyer. 


advantage and then only in|} 


Go out on the road yourself. Learn conditions first-hand. ‘Your 
proposition looks good,” the chief engineer or purchasing agent will 
tell you, “but TI’ll have to get an O.K. from the front office before 


ordering.” 


“May I call on the officers whose approval is needed?” you ask—and 


find you may not. You can see one, but six must be sold! 


Such situations demand Coordinated Selling, INDUSTRIAL 
POWER’S new technique that reaches all, sells all! No matter what 
your position is—manufacturer, advertising manager or space buyer 
—industrial advertising presents such mew and highly specialized 
problems today that you will value highly our FREE book. Mail 


coupon for it TODAY! 


A MAGAZINE FOR ENGINEERS 


Industrial Power 


MAUJER PUBLISHING BLDG. 


AND INDUSTRIAL EXECUTIVES 


ST. JOSEPH, MICHIGAN 


To get more from your ad- 
this 


Please 
vertising dollar, mail 


coupon NOK! 


Street 


City 


INDUSTRIAL POWER, Maujer Bldg.,St. Joseph, Mich. 
Technique in 
formation you 
Name . 
Position 
Company 


Products 


send, without obligation, the 
Industrial Publishing’’ 


think I shall value, 


booklet 
and any 


“The New 
other in- 


State... 


Ee 
July 7, 1934 ee |_| eset 
a LL 
ee 
* : ' ees 
by ee «5% fy ¢ pens 
i j 2 Z f > i . , 
g = / | 
z + % . ; j 
[_. A _— | | 
is las a 
1e ~, “* a 5 ® , : 
. > ar”. r a 3 : . é ee 4 oe os ee . 
: aes. % eal e ~~ 2 “ayaa 
j oi , gti : | q : f ™ ‘s ae: | PB ; 
‘y = S eon! es re wae Baas ne | ager 
us: re nt = x ta oe | ar: 
as a ee oe - Lhe & ~ - e PF Se a 
er: , * a Tie ( a Tita is wer * os ney He a as eet 
ue, 7 ‘ " “a al we a 
cal rE | ' ~ i \ a | at a ‘ 
for i e “> ies ad : stil ‘ ; So | * ea ‘ 
Aas S)lUlUl a” OCU Pa 
A ~.. wid” P R Sonam ‘ ~~ i £ i aii . i? 
the | * es “ et it F i 
on & A * . Ne & ie a 7 
| . x } ee ie sical es. Ms x — = wna aes a = — = eee ——— ———— Bas : 
ie “7 ee Bigs wees ae 
| e : ble tiers “ e ae a cs 
pig Cae ee eae a 7 be : al 
ae yi MUST BE, 
) | SESE ES A ne, ae ee Go whe OERS T Lin, 7 
75 ——EEEEEEEess  OROE a O04 ae = 
el | | ie - 4 an 
«2 < Rot ;: 
—— a < O . we AGEN, oy “ = "ie aioe 
. 6) _ oy Sil, 7s _ ae 
M uu” 8 a 2; caer E 
VT PSeER g \ rom ja 2) Nad fe cc 
KE: ANAG, Vite aK nee 
LI A BN 2 (eis juntces LF asone,| WY 
= tin a ate sy ice : 
, ; was . * oh’ PF) AogENT - pli 
ly I oe a Na . L 4 oe : sah 
ct. ae a aes a 
ares J; ae et -) @ 
_ ———_ 00 ~ SNS Se = 
@) — ‘al . e «iil ad, 2 
= % \ = se ee Bs / : > . Bo 
| C >) \ ns | ' ar Bee. he 
4 ( a $ Yi, .—lF— es ; ; ‘ " oes re. 
rd 4 \ _, = D la > a. oe 
A Ge | si pigs 
a= “so! FIN DUSTRIAL POWER me 
Ate rv Ir oe i 
Tf 2 GN : ae pe —_— 
ww ~ REACHES ALL | = 
' a ao e ‘ eee Mira 7 
' a IT ; Pal 
| SELLS ALL ™ 
<< isc iene 
a 
. 
aS 
, eee 
ee | : b: 
ie. a 
ee gear aa 
Ba 7 ; 
: ee 
= rae ‘ | 
ee ites | PRRs Co. " I | 
: be 
SO 
. we Soe : 
SS Ri : 
> eee ae oy — 
Re ee — 
= CS —_-- i Migs age sie 
lew Yorks gL : PS 
N.Y. <A os 
‘ a CO v — | a 
ATED UPON NOW! = ee - 
fy ___ a 
103 ee 
4 ¥ = 
Mw ae 
Fo ings 
be Ng ae oe wR re ss Re re ee 


12 


CLASS & INDUSTRIAL MARKETING SECTION 


July 7, 1934 


i 


MACHINE ART 
EXHIBIT NOW 
IN CHICAGO 


100 Pieces Selected from 


New York Showing 


Chicago, July 5.—Proving that the 


machine age is characterized by 
beauty as pure, exact and enduring 
as mathematics, is the unusual in- 


terpretation given the much praised 


and blamed mechanical era in an 
exhibit here at the Museum of Sci- 
ence and Industry. 

About 100 of some 1,000 or more 


pieces gathered together in the Ex- 
hibition of Machine Art at the Mu- 
seum of Modern Art, New York, in 
March and April, were selected by 
Phillip Johnson, who directed it, for 
the Chicago showing. 

Among them are the three 
winners of the New York 
These are a bearing spring made by 
the American Steel & Wire Company, 
subsidiary of the United States Steel 
Corporation; an outboard propeller 
made by the Aluminum Company of 
America, and a _ self-aligning ball 
bearing by SKF Industries, Inc. 


prize 


Exemplifies Platonic Beauty 


Ordinarily condemned as ugly, the 
machine age gained prestige in the 
original exhibition as a 
beauty. The awards were given the 
three objects in this “beauty con- 
test” which most completely exempli- 
fied Plato’s definition of beauty, 
around which the exhibition in New 
York was built. This theme has 
been carried down to the more con- 
centrated Chicago exhibition, where 
no awards are scheduled. 

“By beauty of shapes,” Plato 


124 Advevtivers 
Praise Blue 
Book Service 


Chicago, Ill, July 7 (A.BC., 
A.B.P.)—-Two months ago Bakers’ 
Helper, the publication that has been 
serving the baking industry for al- 
most half a century, announced a 
new service for its advertisers, the 
Baking Industry Blue Book. One 
hundred and twenty-four advertisers 
received copies of this Blue Book 
gratis, and all of them have found it 
to be a most valuable 
their sales departments. 

Checking over this new Blue Book 
service offered by Bakers’ Helper, we 
find that it is much more than just 
a mailing list. It contains names 
and addresses of over 5,000 leading 
bakeries throughout the United 
States and Canada, plus much addi- 
tional information about them, such 
as date established, name of manager 
or owner, number of trucks operated, 
number and types of ovens used, 
baked, number of employees 
producing and selling, method of 
selling, wholesale, retail, or house- 
to-house, and annual gross sales. 

The Blue Book is divided into two 
the Geographical List and 
Group List. The Group List 
baking organizations having 
a central buying office and plants in 
various cities. Officers are listed as 
well as plant locations. 

Correction Service Enhances Value 

Corrections and additions are 
mailed to advertisers as often as 
once a week and are in the form of 
new pages. This correction service 
adds greatly to the value of the loose 
leaf Blue Book. 

Samples Prove Effective 

If you are anxious to increase your 
sales to the 1'4 billion dollar baking 
industry, you should not be without 
the Baking Industry Blue Book. So 
that you may see its potentialities, 
Bakers’ Helper will be glad to send 


de- 


goods 


sections, 
the 
eovers 


you a few sample pages. Address 
your request for sample pages to 
Bakers’ Helper, the Magazine of 
jukery Practice and Management, 
330 S. Wells St., Chicago, Illinois. 
Bakers’ Helper is” represented in 
New York by W. F. Leggett, 10 E. 
34th St His phone is Caledonia 
DDD { 


exhibit. | 


creator of | 


addition to! 


| JUDGES SHOW THEIR CHOICE OF MACHINE ART 


Amelia Earhart, Professor John Dewey, Columbia University, and Professor Charles R. Richards, head of 


Museum of Science and Industry, New York, show their first, second and third choice respectively of the 
more than 1,000 pieces of machine art recently judged at the New York exhibition and now in the group 
of 100 pieces on display at the Museum of Science and Industry, Chicago. 


fined, “I do not mean, as most peo- 
ple would suppose, the beauty of liv- 
ing figures or of pictures, but, to 
make my _ point clear, I mean 
straight lines and circles, and shapes, 


lathe, ruler and square. 
not, like other things, beautiful rel- 
|atively, but always and absolutely.” 

The importance of the exhibition 
lis reflected in the statement issued 
in connection with the original New 
York showing that “people are be- 
|'ginning to see a beauty of line, fin- 
|ish and material in the commonplace 
| objects that surround them”—in 
|cities built by machines, in the 
| twisted strength of steel cables, shin- 
'ing smoothness of aluminum tubing, 
the delicate design of precision in- 
| struments, the geometric pattern of a 
| ball bearing, the polished perfection 
|of glass and copper utensils. 


America’s Finest Selected 


What was considered the finest ex- 
‘amples of machine design in Amer- 
‘ica were selected. Usually, it was 
‘said, the design is the unconscious 
{result of the efficiency compelled by 
|mass production. Where it is due 
to the directed art of an industrial 
designer, it is simply a conscious ap- 
| plication of machine principles. 

The judges of the New York ex- 
|hibit were Amelia Earhart; Professor 
| Charles R. Richards, head of the Mu- 
seum of Science and Industry, New 
| York; Professor John Dewey, doctor 
|of philosophy, Columbia University, 
jand Frances Perkins, secretary of 
labor. While no joint statement was 
igiven on reasons for their awards, 
| their individual views on the matter 
|indicated the factors which entered 
into their decisions. 

At the time, Miss Earhart said that 
in designing clothes she made a 
| buckle for a belt out of a ball bear- 


ing and has an ornament on her desk | 
is an airplane intake valve. | 


which 
Miss Earhart Explains Choice 


“T chose the section of spring be- 
cause it is satisfactory from every 
angle,” she explained. “One doesn’t 
have to know what it is to appreciate 
its form. 
a whole was a great step forward in 
that I believe people may see beauty 
in machines which so often we think 
only crude or lack individ- 
uality, which isn’t the case at all for 
anyone who has eyes to see.” 

“To my mind,” Professor Dewey 
asserted, “there is convincing proof 
that there is no essential opposition 
between production for utility and 
for beauty. The problem is essen- 
tially one of design and finish.” 


of as 


Lines Express Function 


“The true function of the designer 
said | 


of the machine, it seems to me, 
Richards, first of 
not to try to reproduce in the ma- 
chine the creations of the craftsman. 
These latter very often express them- 


Professor “is 


I think the exhibition as | 


all | 


selves in plays of fancy which result | 
|in ornament. 
| the machine is not to 
|/nament but to produce 
| press function, process 
plane or solid, made from them by Mass production when 
These are | 


The natural office of 
reproduce or- 
lines that ex- 
and material. 
dealt with in 
this spirit can produce not only 
things that are appropriate to the 
machine but things of real beauty.” 

In other words, the exhibition rep- 
resented an aggressive forward step 
toward raising the machine product 
in the eyes of the public from an ar- 


general advertising and promotion 
aspect in that it pointed a way to 
giving machine products greater con- 
sumer acceptance, 

O. T. Kreusser, director of the Mu- 
seum of Science and Industry in 
Jackson Park, founded by Julius 
Rosenwald, is in charge of the Chi- 
;}cago exhibit, which will run through 
Sept. 15. 


PUSH CAMPAIGN 
FOR LOCOMOTIVES 


(Continued from Page 1) 
| » > ‘ 
during which time has appeared, 
lespecially after some new experi- 


| ment or introduction of some new 
thought, “obituaries anticipating the 
death and burial of the steam loco- 
motive.” It referred to the present 
discussion on weight. 

| Next in the series entitled 
| “Power.” 

| Admitting that it may be obsolete 


was 


| ‘TUNED TO EVENTS 


RAILROAD DIESELS 
“FOR RAILROAD MEN 


Relsbibty in sev 
of pome impcetarce to a buye ol Diese! ocomotrves 
These factors 


deseqnet of the Alco eon 


@ with low cost end ease of mantensnce ae the lectors 


predominated of others ot of times in the minds of the 


| With the eyes of transportation execu- 
tives focussed on the new streamlined 
trains, the American Locomotive Com- 
pany puts its Diesel equipment in the 
limelight with industrial paper copy. 


tistic viewpoint, and as such had a} 


some day, the argument continued 
'with the assertion that at present 
“records made and being made by 
|these engines, as revenue producers, 
make us mightly proud to have our 
|/name connected to them as their 
| builder.” 


Uses Twain Anecdote 


It was in this advertisement that 

the famous Mark Twain anecdote, 

| calling report of his death an exag- 
| geration, found apt employment. 


A piece of copy on _ streamlined 
|trains which was reproduced in 
| CLASS & INDUSTRIAL MARKETING for 
| April 7, questioned whether railroad 
| executives are being fair to them- 
| selves and their stockholders by con- 
|demning the steam locomotive in 
general on the basis of the obsolete 
|main line locomotive that is far too 
heavy and costly for the service in 
which it is operating. 
| April copy, with sweeping con- 
| sideration of all phases of railroad 
| bower needs, briefly announced that 
|the American Locomotive Company 
| has designs ready for whatever type 
of power unit is required. Through- 
out the series, the fact that the com- 
| pany purchased McIntosh & Seymour 


| Corporation in 1928 and is able to 
‘fully meet railroads demands for 
| Diesel engines is touched upon re- 
| peatedly. 

| This aggressive advertising is 


backed by knowledge that locomotive 
power of railways is at a point where 


gines in storage and ready to oper- 
ate are in smaller number than here- 
tofore, and those stored and needing 
repair before operation are also low 
in number. Many have been retired 


from service and of those being used, | 
many are unsuited to give efficient | 


| results. 
Employs Direct Mail 


In telling the story and pointing 
out the opportunities which may be 
grasped to recover rail traffic, the 
American Locomotive Company has 
revised its mailing lists and occa- 
sionally addresses persons outside 
|the industry whose opinions. will 
| have weight in the making of future 
|appropriations for new locomotives. 

When William C. Dickerman, presi- 
/dent, gave an address in 1931 before 
Princeton University in the Cyrus 
| Fogg Brackett Lectureship in Ap- 
| plied Engineering and Technology, 
| the material was reprinted in an at- 
| tractive brochure. 
| Copies were sent to every im- 
| portant stockholder, to directors, to 
officials of banks in the Federal Re- 
serve System, and bankers connected 
With railroad finances, and to a mis- 
cellaneous group of individuals, in- 
|cluding financiers. Total 
| tion was about 45,000. 


| 


way motive power given at the New 
York Railroad Club. This brochure 
was even better illustrated and more 
elaborate and presented the position 
of the steam locomotive as an eff. 
cient, low-maintenance cost machine 
in more striking terms. 


New Gas Meter 
Ends Nuisance 


Of Odd Cents 


New York, July 5.—‘Give me a 


| dollar’s worth of gas.” 


| 


This request may become a com. 
mon one at gasoline stations as the 
result of the ingenuity of the Nep. 
tune Meter Company, which has 
dealt a blow at the odd-cent nuisance 
by devising a meter which permits 
the attendant to sell one, five or ten 
dollars worth of gasoline, as wel! as 
any number of gallons. 

The new meter is being advertised 
extensively in publications reaching 
the petroleum marketing field. 

“Both the dollar and gallon dials,” 
explained the company in a current 
advertisement, “are of the large, far. 
vision design. They make it possible 
for the attendant to watch the move. 
ment of the hands accurately and 
stop delivery precisely on an even 


| gallon, dollar or cent.” 


new equipment must be purchased. | 


Charts exhibited by Mr. Downes! 
show that traffic is increasing, en- | 


The new meter is not disturbed by 
the multitude of federal, state and 
city taxes. With the price per gal. 


deliver the exact amount called for 
by the buyer. 


Irwin Augur Bit Will Sell 


Stating that it believes the hard 


through which to distribute its kind 


effect. This eliminates sales by the 
log houses, retail hardware, public 
utilities, railroads, or consumers of 
any kind no matter how large. 

“We believe that while a manufa¢: 
turer has the right to distribute his 
merchandise in any way he sees fit,” 
said aj statement issued by H. ©M. 
Swain, general sales manager of the 
company, “it is not fair to the job 
bers of the country to expect them 
to take the skim milk while the 
manufacturer takes the cream by 
selling direct to large users.” 

This change of sales policy is in 
line with the move in this direction 
inaugurated several years ago by the 
Joint Merchandising Committee of 
Mill Supply Business. 


Seeks N. 1. A. A. 
Membership 


The Industrial Advertising Coul 
cil of Pittsburgh has made _ formal 
application for membership in the 
National Industrial Advertisers Ass¢ 
ciation. 


The Answer to the 
Industrial Advertiser’ 
Prayer 


Proof of Reader Contac! 


by breakdown of plant 
by types and products 


Proof of Reader Quality 


by names and positions 


Proof of Editorial Excellencé 
and Reader Interest 5 
direct testimonial from 
leaders in the Mechan' 
cal Industries 


vs MACHINERY 


Design—Construction—Operaion 


This was done again last year with | |40.|48 Lafayette Street, New York 
nae 


un address on modern trends in rail- 


Only Through Wholesalers | 


of merchandise, the Irwin Augur Bit i" 
Company, Wilmington, Ohio, has an: F 
nounced a new sales policy to that§ 


lon plainly shown in the dial, it can | 


ed 


ware jobber and the mill supply | 
house to be the only correct channel © 


company direct to chain stores, cata 
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